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Rough Proofs 


(ladys the beautiful receptionist 
sa). it’s getting pretty hard to buy 
a p ckage of gum nowadays, but of 
couse everybody is glad to help out 
synthetic tire production. 


= =u 


You may not believe that you can 
make tires out of chewing gum, but 
what would you think of the OWI 


publicity release telling how recla- | 


mation engineers are making them 
out of concrete? 


~~ 2 + | 


That anonymous researcher who 


delves into the Encyclopedia Brit- | 


tanica for filler material now has a 
little helper. OWI is offering para- 
graphs which are just as short and 
a lot funnier. 


v v v 
Right after “Gentlemen Prefer 
Blondes” made its appearance, its 


author was attacked by indignant 


redheads and brunettes as a Loos| 


woman, but of course embattled 
Democrats in Connecticut wouldn't 
think of making a similar reference 
to Clare Boothe. 


v v v 
About the only thing anybody 
could say against the beautiful, 


brilliant and eloquent Miss Boothe 
is that she carries the same name as 
the worst automobile that ever 
came out of Detroit. 


eS 7 F¥ 


The United States Senate has 
decided to investigate Jimmy Pe- 
trillo and the American Federation 
of Musicians, but what’s the use? 
Jimmy blandly admits everything. 

v v v 

There are a lot of advertising 
executives on the list of temporary 
recipients of $75,000-a-year in- 
comes, but nowadays this classifies 
merely as an academic honor like 
receiving an LL.D. from Siwash 
College. 

v v v 


There’s no danger of a land boom 
result of higher agricultural 
prices, the farm experts say. The 
farmer is too busy paying off the 
cebts he acquired in the last one. 


as a 
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Beautiful Mary Astor is making 
a hit as mistress of ceremonies for 
Hollywood Showcase, the Hoop- 
eratings show. The showcase would 
be 4 success even if all it could dis- 
play was Mary Astor. 


7, = 


Bob Elson, who always seemed to 
ean just a little toward the under 
10g: in the World’s Series, has gone 
nto the Navy, and so may miss his 
lance to record a National League 
y by a team of destiny. 


yr, 

Bi y Conn, who goes against Ser- 
fean' Joe Louis in a championship 
tth shortly, has improved his 


s by winning a_ corporal’s 
pes, but he’ll still have to salute 
en Joe connects with a left hook 


v ar 


Tip to copywriters exuding 
u ism over Army-Navy “E” 
Val Don't forget that the pen- 


it production achievement is 
“Yen o the workers and not the 
aS its. 
v vv v 
Hou. -hold and industrial salvage 
‘ects should tell ‘em: If you 


into the scrap, you can at 
in the scrap. 
Copy Cus. 


FOR EMPLOYE MORALE 
This is Gerbers message to 


millions of Americas mothers - 


# Gerber’s omens 


co 


To improve employe morale during war- 
time, Gerber Products Co. has decided 
to advertise directly to its workers with 
posters strategically placed throughout 


the plant. This one shows Gerber em- 
ployes the important part they play “in 
maintaining highest standards of qual- 
ity" in baby foods. Federal Advertising 
Agency, New York, directs the account. 


Liquor Interests 


| 


Launch $100,000 


Test Campaign 


| New York, Sept. 23.—The liquor 
|industry’s long -discussed public 
relations campaign took definite 
‘form this week when the Confer- 
ence of Alcoholic Beverage Indus- 
tries announced the appointment of 
Swertfager & Hixon as its adver- 
tising agency and the inauguration 
of a test campaign in seven South- 
ern states where dry activity has 
been most militant. 

The over-all project. whose spon- 
sorship includes distillers, import- 
ers, rectifiers, vintners, hotel men 
and retailers, involves an_ initial 
advertising budget of $100,000 for 
the six-month test period, following 
which plans will be developed for 
extension of the campaign to other 
ureas. Weekly insertions will be 
used in all daily and weekly news- 
papers in towns of 50,000 popula- 
tion and less, according to Glenn 
Griswold, public relations director 
of the conference. 

Copy will dramatize reasons why 
a legally regulated industry is a 
national necessity in time of na- 
tional emergency and will discuss 
|the evils found in the outlaw liquor 
trade that flourishes in dry areas 
The industry's contributions to the 
war effort and social and economic 
benefits anticipated in the post-war 
era will also furnish copy themes 

Organizations participating in the 
conference campaign include the 
Distilled Spirits Institute; League of 
Distilled Spirits Rectifiers: Wine 
Institute; American Hotel Associa- 
tion: National Association of Alco- 


holic Beverage Importers; Finger 
Lake Wine Growers Association; 
National Tavern Association; Na- 


tional Retail Liquor Package Stores 
Association, and Maryland Institute 
{ Wine and Spirit Distributors. 
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}the Excess Profits Tax 


| BAKERS' SLOGAN 


Canada Clarifies 
Tax Regulations 
for Advertisers 


Official Instructions 
Issued to All Income 
Tax Collectors 


By KENNETH R. WILSON 4 
~ © 7 i =™ 
Ottawa, Ont., Sept. 23.—The re- J SSaN 
lease of hundreds of thousands of =< 


PPh ehh dd>d ddd > Pere deb edyy 


dollars in Canadian advertising ap- 
propriations, held up for clarifica- 
tion of federal income tax law, is 
now expected following publication 
of an official statement this week 
signed by C. Fraser Elliott, Commis- 
sioner of Income Tax. The state- 
ment clarifies a number of points 
which have been puzzling Canadian 
advertisers and gives specific assur- 
ances along much more generous 


lines than had hitherto been con- C { ti , 
ceded. oncen ld ion in 

The memorandum has been issued 
as an official instruction to all 8 bd 
inspectors of income tax throughout urniture aking 
Canada. 

Recognizes Advertising’s Function F f b Ad 

“This Division recognizes’ the orecas y ams 
important and legitimate part which 
advertising plays in business, and Chicago, Sept. 25.--A blunt warn- 
it is not intended that reasonable |'"8 to the furniture industry that 
and normal advertising should be | “business as usual” will be as ex- 
restricted,” the memorandum says, | Unct as steel springs in upholstered 
“On the other hand, by reason of! @ivans was sounded last night 

: provisions by William A. Adams, chief of the 

now in existence, some advertisers | furniture industry branch, W?B, 
might be encouraged to enter upon before the annual convention of the 
abnormal and unreasonable adver-| National Association of Furniture 
tising expenditures realizing that Manufacturers 
such expenditures, if permitted as Saying that the time has come for 
a deduction from taxable income.) Plain. talking, and that anything 
vould in effect be made from funds | €!se would be “treason by indirec- 
which otherwise would be almost! ton,” Mr. Adams declared 
wholly payable to the government “In the spirit of complete cooper- 
as tax. Any such abnormal and @tion I am here tonight to talk with 
unreasonable expenditures will be You about the basic things that 
disallowed orient this industry in the war pro- 

“The term ‘Advertising Expendi- | 8"@m, such as the elimination of 
tures’ is meant to include all recog- NoNn-essential production, concen- 
nized forms of general publie adver- tration of production, raw materi- 


Bread ae ~N 


In launching a new Fleischmann's yeast 
campaign in Collier's, Life and The Satur- 
day Evening Post, Standard Brands is 
urging bakers to use the slogan, ‘Bread 
is Basic,” in their local advertising. Arthur 
Kudner, Inc., is the agency. 


tising. als, transportation, conversion, and 
“The limitations imposed on ad- labor. 
Vertising expenditures are primarily The WPB executive harked back 


intended to limit an unreasonable to the protest aroused by the WPB’s 
increase in the amount of advertis- issuance of Limitation Order L-35, 
(Continued on Page 29) (Continued on Page 32) 


Last Minute News Flashes 
White Rock Tests Bargain Offer 


New York, Sept. 25.—Following its first test of a “one-cent sale” o: 
its bottled mineral water in Detroit newspaper copy, White Rock Min- 
eral Springs Company will use a similar “* 
appeal in Cleveland Oct. 5. 
saving 8-drink bottle for le 
regular 


First Time in History” bargain 
Consumers are offered “this large money- 
when you buy these two large bottles at 
prices.” Newell-Emmett Company is the agency 
Dixie-Vortex Extends Anti-Contagion Copy 

New York, Sept. 25.—Following a newspaper test in six Southern 
markets in June, Dixie-Vortex Company has extended its “Now’s No 
Time to Flirt With Contagion” campaign to full pages 
and Time. Copy will alternate weekly in the three magazines through- 
out the fall. The Dixie-Vortex campaign coincides with the first appear- 
ance of an industry-wide drive (reported on Page 2 of this issue). Moser 
& Cotins handles the account 


in Life, Newsweek 


Step Up Advertising of Cocilana Cough Nips 

New York, Sept. 25.—Cocilana, Inc., Brooklyn, has expanded its budget 
for fall and winter, with newspaper and radio schedules for Cocilana 
cough nips in several Eastern markets. Spot announcements in some 
areas and news broadcasts in others will be heard in New York, 
Springfield, Washington and Philadelphia, while newspaper copy will 
appear in chief New York, Pennsylvania and Maryland markets. Al Paul 
Lefton Company is the agency. 


soston, 


Business Paper Editors Pay Tribute to Nelson 

Washington, D. C., Sept. 25.—The National Conference of Business 
Paper Editors tonight presented Donald M. Nelson, WPB chairman, with 
an illuminated parchment testimonial “in recognition of the great burden 
he has carried in leading our country to the attainment of its war 
production objectives.” 


Agencies Weigh 
Corporation vs. 
Partnership Set-up 


Rising Tax Burden 
Brings the Problem 
Into Sharp Focus 

By IRWIN ROBINSON 


New York, Sept. 24.—With the 
mounting burden of taxation a 
|problem of major concern to com- 
panies as well as individuals, the 
question of whether the corporation 
or partnership is the more favorable 
form of business organization has 
come up for careful analysis in the 
odvertising agency field, discussions 
With agency officials, lawyers and 
tux experts indicated this week. 

Consideration of the complex 
matter is highlighted by the recent 
action of two prominent agencies 
Newell-Emmett Company and Mar- 
schalk & Pratt—in switching from 
the corporate to the partnership 
form. 

Observers who are well § ac- 
quainted with the issues involved 
agree on one point: it is hazardous 
to generalize on the advantages to 
be realized in one type of organiza- 
tion over the other. The problem 
must be resolved strictly on the 
basis of the facts that exist in each 
| individual case. 


State Levies Lower 


Aside’ from the possibility of fed- 
eral tax savings in a_ partnership 
as compared with a corporation, 
among the advantages listed for the 
former set-up are the elimination of 
the need for registering to do busi- 
ness in some states and _ filing 
reports with state bodies; elimina- 
tion of capital stock tax in some 
states; and probable curtailment of 
the volume of paper work required 
by corporations. 

Whether or not actual tax econo- 
mies can be realized is a matter 
governed largely by the uncertain- 
ties ahead and new levies in the 
offing. 

In contrast with the limited lia- 
bility enjoyed by corporations, the 
partnership set-up represents cer- 
tain hazards insofar as the personal 
liability of individual partners is 
concerned, Each partner must bear 
unlimited liability, including such 
conventional business risks as dam- 
age suits. This might work a par- 
ticular hardship on one partner who 
had substantial personal assets while 
another had little or none 

A compromise between the two 
forms of organization—the limited 
partnership—is a possible solution, 
but even here at least two unlimited 
partners are required, subjecting 
them to the same risks mentioned 
above, while limiting the liability 
of the other partners. 

Still another factor to be consid- 
ered is the high cost of liquidating 
a corporation in many _ instances, 
especially where the stock is widely 
held. The substantial capital gains 
tax is regarded as a negative factor 
by some experts, although actually 
some companies that have altered 
their set-up have deemea it worth 
while to pay this high levy in con- 
sideration of other advantages in 
the partnership form. In cases 
where stock is closely held, the cost 
of this phase of the operation is a 
less serious deterrent 

In the formation of a partnership 
the usual custom is to provide in- 
surance protection to cover personal 
liabilities. Frequently life insur- 
ance is also written providing for 
the retirement of partners by death 
or under other conditions. 
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One phase of the whole problem 
that has come in for considerable 
discussion is the question of whether 
or not advertising agencies qualify 
as personal service corporations 
under Treasury Department regu- 
lations. A personal service cor- 
poration enjoys a tax status com- 
parable to that of a partnership, 
but most experts seem to agree that 
agencies do not fit into this category. 
Observers point out that only a 
change in the law, which would 
qualify agencies as a _ professional 
type of personal service corpora- 
tion, could resolve this problem 
Such a change, however, is deemed 
unlikely. 

In weighing the tax elements in 
the corporation vs. partnership de- 
bate, consideration must be given 
to the normal corporate tax, the 
corporate surtax, the corporate 
excess profits tax, declared value 
excess profits tax, capital stock tax, 
state franchise tax or other state 
income or corporate taxes and the 
income tax on shareholders on divi- | 
dends, as against the probable per- 
sonal income taxes of the partners 
as well as any state taxes on unin- 
corporated business. 

All in all, the problem is a com- 
plicated one, 
factors that must be weighed differ- 
ently in different cases. Although 
reluctant to speak broadly, one tax 


involving numerous | 


expert expressed the viewpoint that | | See ‘Packers Guide’: : 


the switch from corporate to part- | 


nership form is generally more 
feasible and desirable as applied to 


small and medium size agencies | 


than larger agencies. 


WPB Urges Speed in 
Turning in Printing Plates 


The War Production Board last 
week urged publishers and printers 


possessing obsolete cuts and plates | 


belonging to their clients to adver- 
tise to secure specific individual 
authorizations to dispose of them 
under the WPB conservation order, 
M-99, issued in August. 


The WPB’s printing and publish- | 
emphasized | 


ing branch, however, 
that such advertisements would not 
relieve the printers of their obliga- 
tion to notify each advertiser or 
other customer. 


‘American Home’ on List 

In reporting the campaign of 
Sherwin-Williams Company on be- 
| half of its Kem-tone in the Sept. 21 
|issue, ADVERTISING AGE inadvert- 
ently failed to include American 
Home in the list of media to be 
used. 


‘Plaza Names Agency 

Swafford & Koehl, Inc., New 
York, has been appointed to direct 
advertising for Hotel Plaza, New 
York. 


Davis Rejoins Company 


The National 
Provisioner, Inc., 
publisher of 
National Provi- 
sioner, Chicago, 
has purchased 
the Annual Meat 
Packers Guide 
and Frank ON. 
Davis, founder 
and publisher of 
the Guide, has 
joined the pub- 


tion. 

Mr. Davis, who 
left the company 
5: four years ago, 

Frank N. Davis will serve in a 

special sales ca- 
pacity for both the National Provi- 
sioner and its newly-acquired refer- 
j}ence book for meat packers, ren- 
derers and sausage and by-product 
manufacturers. The Guide is pub- 
lished annually in May. 


‘Issues Woodwork Book 


Forty-eight rules for the proper 
care of doors, windows and other 
home woodwork are presented in a 
handy, pocket-size folder entitled, 
“Pointers on Care of Woodwork,” 
recently released by Ponderosa Pine 
Woodwork, Chicago. The Buchen 
| Company handles the account. 


SeoFOR SELLING 
KIDS: °, 


‘A TESTED 
SONOVOX 


IDEA! 


lishing organiza- | 


——— INSTITUTE'S F FIRST CONSUMER COPY 


Let's not have another October, 1918 / 


fe the law war Ocrober, (918 was s black mosh for the 
Lemed Sesees 
Peck cot be aust of wilnary defence ter be ngee thos 


(eed mes oud more workers sed Mewar éectory ene 


The me wartime condicions—the big army compa the sence anes at home for eenemmal ooee—like these. « 


Wartime and public health needs for 
paper cups and containers must come first! 


ere! Paper cope 


ee eo 4 dew - woe | break woe | shane ie ete, 


The Public Health Committee of 
The Cup and Container Institute 
eu @OFT U 8 WAP BONDE AND Slams) 


Po le mmermcemg te shame 
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The Cap end Comtatmer sainstry 6 eperating 2 ju pam 
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Cup and Container Institute has launched its first consumer drive with this copy 
in newspapers, to be followed by another insertion this week and magazine ads 
in October. 


Paper Cup Group 
Launches First 
Consumer Copy 


SeveRAL months ago Jack Ross, Sonovox 
Production Director, created an idea which is a 
perfect natural for almost any kind of consumer 
product appealing to kids. 


The secret of the value of this idea is very sim- 
ple. It is a voice which all kids simply must 
try to imitate—but never quite achieve—because 
If you're the lucky 


sponsor who uses this idea the result must be 


it is not a human voice. 


that every child in America will become a 
miniature broadcasting station—trying to imi- 
tate Little Joyce-with-the-peculiar-voice, and 
singing your commercial announcements. 


We were sure that would happen—but we have 
been wrong—so we set out to prove it. We 
worked up the idea, cut some transcriptions, 
and ran an actual radio test for a real product 
in one good typical market. The object—to 
prove that kids would take up Little Joyee and 
try to imitate that peculiar voice. 

Rochester, Minnesota, was chosen as a good test 
market. A popular priced orange drink was 
selected as the product to be featured. A 33-day 
spot-radio campaign consisting of 160 announce- 
ments was contracted for using Station KROC, 
a 250-watt outlet on 1390 kilocyeles. One-half 
of these spots were one-minute transcribed an- 


CHICAGO 


CHICAGO: hy \. Mabie 
Franklin 6474 


MEW YORK: 05> Part Ave 
Plaza $4141 


FREE & PETERS, INC., Exclusive National Representatives 


SAN FRANCISCO: |, 


Sutter 4444 


nouncements featuring Sonovox’s Little Joyce- 
with-the-peculiar-voice. The other half were 
30 seconds of Little Joyce, and 30 seconds of a 
local announcer giving details of a “Little Joyce 
Contest” in which small prizes were given for 
the best imitation of Little Joyce's peculiar 
voice, (The contest is not offered as part of the 
basic idea for a national advertiser. It was in- 
cluded in the test merely to speed up the nat- 
ural reaction in order to find the answer 


quickly, ) 

RESULTS OF THE ROCHESTER TEST: Kids 
all over town went practically crazy, trying to 
imitate Little Joyee. They started buying the 
orange drink like mad. After only four weeks, 
sales were 31° ahead of the same period 
record-breaking 1941 
been cut almost exactly in half! 


and advertising costs had 


That's the tested Sonovox idea which is now 
available to some good national advertiser who 
The idea is all 
It's an opportunity worth a tele- 
Any of the offices listed below will 
be glad to give you all the facts about the 


will put it on in a big way. 
worked out. 
phone call. 


Rochester test, and arrange for an audition of 
the records themselves. How about telephon- 


ing now? 


2 WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 
NEW YORK 


HOLLYWOOD 


Sutter HOLLYWOOD: 565) \. Gorden 


ATLANTA: «22 Palmer Bidg 
Gladstone 4949 


Main $667 


New York, Sept. 23.—First con- 
sumer advertising copy ever placed 
by the Cup and Container Institute 
| made its appearance today in the 
| New York Times, to be followed by 
|newspapers in 15 other cities 
throughout the nation. Another in- 
sertion has been scheduled for next 
week, and a magazine series will 
break in Life and The Saturday 
Evening Post next month. 

Although the possibilities of a 
joint campaign by members of the 
| paper cup industry have been ex- 
| plored several times in the past, 
| previous discussions never material- 
lized. Earlier this year the matter | 
|}came up for consideration again, 
with Young & Rubicam, now the 
institute’s agency, participating in 
preliminary discussions (ADVERTIS- 
ING AGE, June 15). 
| Today’s newspaper ad warned, 
“Let’s not have another October, 

1918!" pointing out that it was a 
black month for the United States 
“not because of military defeats, 
| but because thousands of people... 
|lay sick and dying from a flu epi- 
‘demic that killed more Americans 
|than the enemy ever did.” 

Rapid spread of the disease “by | 
|transmission through eating and | 
| drinking utensils” was cited as a 
| wartime danger which must be 
guarded against today. Attention | 
| was called to the “vital part of sani- 
|tary cups and containers in pro- 
| tecting America’s health,” both in 
|the armed forces and in defense 
plants. “If the time ever comes 
when demand exceeds plant capac- 
ity,” copy admonished, “you'll 
naturally be glad to give up purely 
convenience uses at home for essen- 
tial ones like these.” 


Agency Personnel List 
to Standard Advertising 

The “Personnel-List of Advertis- 
jing Agencies,” published monthly 
|by Standard Rate & Data Service, 
|Inc., has been taken over by the 
| National Register Publishing Com- 
pany, New York, which has pub- 
| lished a similar agency list for more 
‘than 25 years. 

Standard Rate & Data, explaining 
that the move was in line with the} 
general effort of business to con- 
|serve labor and materials, has ar- 
ranged with National Register to 
complete Personnel-List subscrip- 
tions with National’s “Standard Ad- | 
|vertising Register Agency List.” | 
|Where the lists are duplicated, 
|refunds are being made to cover 
uncompleted portions of the Per- | 
|sonnel-List subscriptions. 


The Cotton Ginners’ Journal, 
Dallas, has announced that it will 
suspend publication for the dura- 
tion, effective with its October, 1942, 
issue. 


Simmons Starts 
Drive tor White 


Knight Mattress 


New York, Sept. 23.—With p: 
duction of its Beautyrest mattré 
“out for the duration” as a resu 
of steel restrictions, Simmons Com- 
pany this week launched a magi- 
zine drive for a new White Knight 
mattress which contains no critic 
materials. 

A spread in Life announced the 
White Knight, referred to as a “‘col- 
ton-felt mattress—without a single 
spring in it.” Page ads have also 
been scheduled for Better Homes 
and Gardens, Bride’s Magazine, 
Good Housekeeping, Ladies’ Home 


- 


| Journal, McCall’s and The Saturday 


Evening Post during October and 
November. 

Copy calls the new product “the 
mattress within a mattress,” and 
explains that it was created “with- 
out the use of innersprings and 
without the use of an ounce of criti- 
cal war material.” Young & Rubi- 
cam is the agency. 


To Lennen & Mitchell 


John W. Blough has resigned 
from the copy staff of J. Stirling 
|Getchell, Inc., New York, to join 
Lennen & Mitc hell, New York, and 
will direct sales promotion and 
merchandising on the Calvert ac- 
count. 


NEW HAVEN 
is Fuse! 


The first steel fish hooks were je 
and scld in New Haven in 1815 he 
inventor of the fish heoks wa © 


Jenks of Colebrook, Conn. —"* 


‘Ginners’ Journal’ Quits 


idea did much to increase the *" 
ing industry throughout Am 


The New Haven Regi tet 


Five ' 
Young 
Ment 
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G L OB A i. S T R AT kK G Y volume sale and in these days of bulging pay envelopes, 


for the Missus revolves around the weary gent whose feet this is the market for 1943 volume. 


hurt. Her job is to comfort her man... to keep him 


. The war worker’s woman spends as /e earns: drugs, cos- 
healthy, happy and on the job. P BS» 


metics, food, confections, cigarettes, what-have-you, for 


No Army-Navy “E”’ for these devoted women folk mass consumption! Cultivate this market for 1943; play 
beh nd the country’s industrial war workers, but the it for all it is worth. Reach these women through maga- 
feta! merchants rate them AAA. The women who zines geared to the reading taste of the women behind 


pend the payroll have always been the backbone of the men behind the men behind the guns. 


MACFADDEN WOMEN’S GROUP. 


Five agazines, editorially akin, reaching a homogeneous group of magazines provide inspirational, real-life lessons in simple, upright living. 
Young married “Judy O’Grady’s.” All five magazines offer entertain- § The Group buy affords more circulation for advertising dollars... more 
ment . nd escape; but also, true to the Macfadden standard, all five working-class homes, homes not reached by other women’s magazines. 


TRUE ROMANCES ° TRUE EXPERIENCES . TRUE LOVE ° RADIO MIRROR 


ae e.9 
etevew *?* 


of Industrial Workers 


° PHOTOPLAY 
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Institute Copy 
fo Show Ways of 
‘Stretching’ Meat 


Retail Supplies Will 
Be Cut 21 Per Cent 
After Oct. | 


Chicago, Sept. 24.—Although the 
difference between voluntary meat 
rations and former consumption fig- 
ures out to “less than a bite a day,” 
the American Meat Institute pledged 
itself today to support government 
restrictions on supplies and to shift 
its advertising to back the “save 
meat” campaign. 

The Institute said it would start 
educating the public to the virtues 
of kinds and cuts of meat which 
consumers ordinarily would not call 


for under normal circumstances. 
Advertising and promotional copy 
also will be devised to promote 


ways of preparing this meat in tasty 
dishes, “as well as ways of ‘stretch- 
ing’ meat in times of undersupply.” 

Speaking before the National As- 
sociation of Food Chains here, Sec- 


retary of Agriculture Claude E. 
Wickard outlined the government’s 
plan to cut retail supplies of meat 
21 per cent after Oct. 1. The 
amount left, if butchers cooperate, 
should be about two and one-half 
pounds per person per week, he 
said. The plan will permit armed 
services and lend-lease authorities 
to build up stocks immediately. 


The secretary said that for the 
three months starting Oct. 1, the 
amounts the packers may put on 
the civilian market will be not 
more than 80 per cent of the beef 


and veal, 95 per cent of the lamb 
and mutton, and 75 per cent of the 
pork based on sales in the domestic 
market during October-December, 
1941. 

In Washington, Secy. Wickard 
had previously announced that pre- 
vious estimates of Army, Navy and 
lend-lease needs have been inade- 
quate, and that requirements have 
been upped to 6'» billion pounds 
annually, leaving civilian consump- 
tion with 17% billion pounds of 
dressed carcasses, 15%4 billion 
pounds of 


or 
retail cuts. 


Names Yankee Service 

Yankee Writing Service, Guilford, 
Conn., has been named agency for 
Roll-Crush Products, North Chelms- 
ford, Conn. 


Dunhill ‘Smoke 
for Pleasure’ Copy 
Breaks in N. Y. 


New York, Sept. 24.—Adopting 
a new “Smoke for Pleasure—Not 
from Nerves” theme, Philip Morris 
& Co. today launched a drive for 
Dunhill Majors cigarets here in 
metropolitan newspapers. First in- 
sertion, in 1,750-line size, signalized 
the resumption of Dunhill promo- 
tion after a lapse of more than a 
year. 

Leading 
photograph 
smokers,” 


off with a composite 
depicting two “chain 
copy stated “They smoke 


| 


just to be smoking—light up 

tamp out... light up... tamp out 
No Real Fun in It,” and con- 

tinued, “All smokers, but nervous | 


habit - smokers’ particularly, find 
new life in new long Dunhill’s four 
great differences!” 

The campaign is scheduled to 
continue for three months, with 
copy of 600 to 1,750 lines appearing 
every week. Biow Company is the 
Philip Morris agency. 


Joins ABP 


Manutacturing Confectioner, Chi- 
cago, has become a member of the 
Associated Business Papers. 


Proving that the independent grocer could overdo 


service 


with a smile. One clerk could wrap that 


package. In Philadelphia. newspapers, are like that. One 
is a pretty complete package for advertisers. 


For instance: An independent check to learn where 
customers of 17 independent grocers look for food adver- 
tising showed that 67% turn to The Evening Bulletin 
as a buying guide for their food shopping. 


More and more advertisers are pursuing this policy: 
A thorough advertising job in The Bulletin alone is 
the first requisite to a thorough job in the important 
Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 


| 


| sq. 


Cut Use of Paper 
Still Further 
in Great Brifain 


London, Sept. 15.—More restric- 
tions have been placed on the use 
of paper, by an order from the Min- 
istry of Supply which goes into 
force Sept. 21. The new order is 
designed to check uses which may 
still be restricted without undue 
hardship. 

Here are some of the points spe- 
cially affecting advertising: 

Existing prohibition on any new 
periodicals is maintained and the 
periodicity of the existing ones must 
not be greater than on Aug. 16, 
1940. A new provision gives legal 
standing to a recommendation 
already existing as to the percent- 
age of advertising in relation to 
editorial matter. The production of 
guide books and directories is pro- 
hibited. 

The maximum poster size is 1,200 
inches. Similar posters must be 
separated by at least 100 feet (except 
within or at the entrance of prem- 
ises where the advertised services 
are rendered). Only ten posters are 
allowed for sales by auction. No 
bills or posters may be used by 
newspapers, Magazines or periodi- 
cals. 

Menus in restaurants 
exceed 40 sq. inches. 


must not 


Circulars Severely Restricted 

Advertising circulars relating to 
the sale of goods or to any pro- 
fession, trade or business may only 
be distributed to persons who pre- 
pay least one penny for each 
circular; this, of course, is as good 
as a_ prohibition. The following 
circulars may be distributed free up 
to three-twentieths of the weight 
distributed in the corresponding 
three months of the pre-war year: 

Sales by auction, letting or sale 
of land or premises, sale or loan of 
books, used industrial plant. machin- 
ery or equipment, list of stocks and 
shares if distributed by a stock- 
broker or other dealer in stocks and 
shares, price list to wholesalers or 
retailers. 

If “delivery is requested,” the fol- 
lowing may be supplied free: 

Catalogs or specifications relating 
to industrial, laboratory or agricul- 
tural plant or machinery or equip- 
ment, insurance particulars, partic- 
ulars of educational courses, seeds 
or plants (not used in the produc- 
tion of food or feeding stuffs) or to 
insecticides or fertilizers. 


+ 
at 


Package Inserts Curtailed 
Another limitation is the adver- 
tising matter in packages, which 
may only include necessary instruc- 
tions for use. Labels are only 
allowed insofar as they are neces- 


sery to identify products or are 
necessary for transport or use of 
the contents. They must not be 


larger than is absolutely necessary 
and in no case larger than 20 
square inches. 

Previous orders have already re- 
duced the allowance of paper for 
publications and newspapers to 19!'2 
per cent of the*quantity (weight) 
used before the war, and made 
illegal the wrapping of anything 
else than food products which re- 
quire it. 


Adcraft Club to Meet 


The Adcraft Club of Detroit will 
open its fall season of Friday 
luncheon meetings Oct. 2, with 


Hugh H. Clegg, assistant director of 
the Federal Bureau of Investigation, 
guest speaker An_ innovation 
this year will be the presentation 
of a special honor guest at each 
meeting. Guest for the opening 
meeting will be C. E. Wilson, presi- 
cent of General Motors Corporation. 


Chain Sales Gain 

Chain store sales in August, 
measured by the Chain Store Age 
index, have recorded further impor- 
tant gains. The index for the month 
was 182, compared with 177 in July, 
and 151 for August, 1941. Grocery, 
variety, drug, shoe and apparel 
chains, which are covered by this 
index, all shared in the improve- 
ment. 


as 


as 


ae 


Set Ceilings on 
Printed Products 
and Novelties 


Washington, D. C., Sept. 2 
More than 175 printing prod 
and the services used in produ 
them were today brought wu: 
price control and licensing by or 
of Price Administrator Leon H. ,- 
derson. 

Specifically exempted, under ; ,- 
visions of the price law, were s 
of those products whose prim ~-, 
value, like those of books and ma ,- 
zines, depends on their “edito 4| 
content or ideas or informat 
expressed therein.” Included 
this exemption were such articles \s 
pamphlets, catalogs, programs, sh. «4 
music and printing that is primar |, 
advertising matter. 

But in exempting advertising 1 
publishing, the order, Price Regu .- 
tion 225, and the two amendme ts 
P) e 


to the General Maximum 

Regulation that accompanied it, ¢ <5 
exempted such services as types t- 
ting, platemaking, binding 1 


printing for the advertising or pv »- 
lished matter. 

Advertising materials -brou. \t 
under price regulation for the fi st 
time by the order, which is larg 
an attempt to define specifically + \ 
basic exemptions of the price |: vy, 
are such novelties and produ ts 
whose primary use “serves anot! 
purpose other than that of adv v- 
tising.” 

In this category are such ite 
containers, labels, book matchves, 
calendars, diaries, experse 
books and similar premium spec 
ties, on which advertising is print 
although the primary function 
some other use. 


as 
desk 


Weir Joins Kenyon 
& Eckhardt Staff 
W. J. Weir, 
who _ resigned 
vice - president 
and copy chief of 
Lord & Thomas 
two months ago, 
has joined the 
executive staff of 
Kenyon & Eck- 
hardt, New York. 
Mr. Weir was 
formerly  associ- 
ated with J. M. 
Mathes, Sherman 
K. Ellis and 
N. W. Ayer & 
Son. 


as 


Loyless Retains Title 

A. S. Loyless, now on duty as a 
first lieutenant with the Army ! 
forces, will retain the title of pub- 


lisher of National Carbonator d 
Bottler and Laundryman’s-Cleancr's 
Guide. 


Up & Up: 


Increasing increases, week after » cek- 
Business Week’s record of adve:tising 
pages gained this year over las! 


through April .............. up 15% 
through May ............. » 17% 
through June ............ » 18% 
through July ............ > 21% 
through August .......... > 23% 
through Sept. (est.) ......... p 24% 


Nine months estimate, 1750 page’ 


Wherever you find it you find vs 
ness man. . . well informed. Th | 5 0" 
reason why Business Week « offer 
more management-men per oo 't!8!"9 
dollar than any other genero! — 
ne, 


magazine, general news mog 
general magazine of any kine 
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<a tee publishers of MILL & FACTORY 
“ and PURCHASING proudly accept this 
a multiple tribute to their editorial achieve- 
8°: ment by the Jury of Industrial Marketing. 
THE CONTEST SET-UP At no time in the history of these publi- ~ THE VERDICT H on 
* | Annually, industrial Marketing cations could such awards have been so 4 awards to MILL & FACTORY and = 
. | makes @ limited number of awards to significant as today. For they represent PURCHASING, as follows: < 
| ce ~ be a to aso ial authoritative approval of the efforts which * One Award for Best Single Issue “ 
as Shae ele te en = wre the publishers have made to furnish genuine * One Award for Best Research oe 
for awards on 1941 wartime editing: assistance to industries in the vast war pro- Published 
duction dri * Two Awards for Best Series of 
| * 119 Publications Entered ee eee Editorials ’ 
| * 308 Individual Entries 
| * Only 14 Awards Available 
BGS CONOVER-MAST PUBLICATIONS © 


iis | 205 E. 42nd St., NEW YORK ¢ 333 N. Michigan Ave., CHICAGO Leader Bldg., CLEVELAND ¢ SAN FRANCISCO « LOS ANGELES | 
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Distribution Task 
Called Biggest 
Job America Faces 


Production Problem 
Licked, But Others 
Remain, Borton Says 
Baltimore, Md., Sept. 


America has licked the problem of 
the “production of plenty” 


but it! 


23.— | 


and the world still face a tremen-| 


dous' task, the 
plenty,” Elon G. Borton, chair- 
man of the Advertising Federation 
of America, 
the Baltimore Advertising Club. 

Mr. Borton, who also is advertis- 
ing director of the LaSalle Exten- 
sion University, 
portant and strategic 
summary of the 
query: “What’s ahead for adver- 
tising?” These jobs, he said, are: 

“1. First and foremost, to help 
win the war. 

“2. To serve the public and our 
employers through advertising and 
merchandising in the maintenance 


tasks 


said here today before | 


outlined three im- | 
in his| 

P | 
answer to a vital 


“distribution of | 


as far as possible of our civilian | 
economy. 

“3. To plan and prepare for the | 
national and world distribution 
problems of the post-war period.” | 


Squeeze Is On 


Mr. Borton, who spoke earlier this 
week before the advertising clubs 
of Johnstown and Greensburg, Pa., 
and the Poor Richard Club, Phil-| 
adelphia, declared that “we _ in 
distribution are being squeezed be- 
tween our overwhelming determi- 
nation to win the war and the 
recognized necessity to retain some 
of our domestic economy in order 
to maintain civilian life and morale, 
to furnish money for the war effort, 
and to be ready for peace.” 

That wartime pressure, he con- 
tinued, has given advertising and 
merchandising a chance to display 
their real worth and that “if you 
ever want to see initiative and| 
ingenuity at its highest, you can see | 
it in present-day merchandising.” 

There are handicaps on produc-| 
tion in quantity and quality; limits | 
on transportation to the store and | 
to customers; cuts in inventory, in 
sales and credit services and in the 
price one can charge, he said. “And 
if you should by a miracle make 
any profit, that is taken from you 
in taxes. What incentive and means 
of selling have you left? More- 


lis disrupted, 


your old market or clientele 
indeed, well nigh 
turned upside down. 

“Yet, through 
and merchandising are carrying on 


over, 


magnificently. We have given splen- 
didly of our skill and time and 
money to the war efforts. Through 


the strategic 
our industries have served Wash- 
ington in planning and preparing, 
financing and handling national 
campaigns. Many 
partments have helped build and 
maintain employe morale in their 
companies. Our ads 
customers and the public how to 
make old products last longer, how 
to buy and use substitutes, and even 
have urged them not to buy. Radio 


time, mewspaper and magazine 
space, outdoor boards, direct mail 
—all have been donated lavishly 


/}and skillfully to public education 


and inspiration. As individuals, you 
have served freely on all sorts of 
war drives and campaigns—Victory 
bonds, Red Cross, 
Navy Relief, recruiting, scrap, salv- 
age and what not—and often have | 
led in these. 

“You will continue to do all this | 
and to increase it. 
mary job—to hit Hitler, to muss up 
Mussolini and to harry Hirohito.”’ 

Advertising now is daily solving 
problems that seem impossible, Mr. 
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commentator; 


is in the eating, 
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FREE & PETERS. INC 


Want to know what's cooking 


and June Martin, 


in Kansas City? 


Well, KMBC, for one thing, is busy stirring up 
some tempting sales dishes for advertisers who 
want to talk to ladies. If you’d like a delicious 
helping of the same, this recipe is recommended. 
Take one moderate portion of KMBC time. . . 


add an established KMBC program for women 


with promotion for your prod- 


You'll shortly have a piping-hot success 
story guaranteed to satisfy any adman’s appe- 
tite. But remember, the essential ingredient is 
KMBC—the “9 Ways the Winner” station whose 
Department of Women’s Features includes 
Nancy Goode, director of the Happy Kitchen; 


Caroline Ellis, the Midwest's best-loved woman 


the famed 


KMBC Food Scout. As the proof of the pudding 


so is the proof of the program 


in the selling. How about testing some of our 


sales recipes soon? 


MBC 


OF KANSAS CITY 


CBS BASIC NETWORK 


it all advertising | 


Advertising Council, | 


advertising de-| 


have told our | 


USO, Army and | 


That’s our pri-| 


NEW WAR- KEY 
| 


feetear otrrosit taesveance 


coaeroeatiog 


a 


ED BANK COPY 


Don't wait till March 15, 


star! a fay savings accou; 


now The boys in uniform 


to buy War Sav 


depend on y 
ugs Bonds every payday and + 
taxes promptly when Uncle Sam presents his 
to keep ‘em fying, and fighting and « 
So start a tax savings account NOW and make d 
regularly. This is the easy way, the sure way, the pa 


way. To help you save, ask for a Pocket Saving 


at any Califorma Bank other. And another thing: T 


Si calfoia Ba Bank 


Peortictios for ace Otrosiror 


Anti-inflation and tire-saving medicine is ions as painlessly as possible | 


this copy, scheduled for the fall campaig 
state. 


n of California Bank in newspapers of th 


The vital role of all banks in the war picture likewise will be feature: 


Borton continued. Compared with 
copy of only three years ago, he 
| added, it is much more factual and 
helpful to buyers; it is selling ideas, 
causes and companies more than 
product; and it is closer to one real 
| purpose of advertising—to give in- 
formation. It is changing quickly 
‘and effectively with the shifts in 
prospects, products and conditions 
That trend, 
and increase for the duration. 


Few “Sharp Practices” 


“To the credit of advertising and 
| Selling, let it be said that we have 
|} avoided one very possible danger,” 
he declared. “A period of such 
sharp changes in merchandising 
lends itself very readily to exag- 
| geration and trickery. People have 
| more money to spend than ever and 
| qualities and sizes of products are 
|changing continually under the 
stress of regulations and scarcities. 
| It would have been very easy to get 
away with sharp practices in both 
advertising and selling. Yet there 
has been very, very little of this— 
and that little only among the 
unscrupulous fringe.” 

Mass production has proved that 
the age-old world and _ national 
problem of want can be licked, he 
said, adding, however, that a second 
problem—the distribution of plenty 
—still faces the world. “How to get 
these foods and manufactured prod- 
ucts to Russian muzhik and Indian 
outcast and Chinese coolie, and, 
more important, how to provide him 
with the desire and the wherewithal 
to buy them—this is still a task for 
the world’s best brains,” he said. 

Conversion of plants to peacetime 
tasks, problems of changing income 
groups and demands for post-war 
products threaten serious trouble, 
Mr. Borton said, and “government 
control of distribution is increasing 
sharply and bids fair to become 
nearly total if the war lasts long. 
That is probably necessary in war. 
But will those controls go back to 
| private enterprise with peace?” 

“I bring up these typical questions 
in no alarmist spirit,” he said. “I 
have faith in our American initia- 
| tive and ability to handle them 
|safely. But we shall handle them 
more quickly and safely if many 
people are thinking and planning 
for them now. And we in adver- 


| tising and merchandising have a| 


prior responsibility and ability in| 
|that because these problems are 
largely distribution problems and 


we are a major tool of distribution 
as well as its spokesman and inter- | 
preter to the public. 

“We must help 
understand and prepare for these 
problems, we must help the public 
understand what is coming and we 
must get ourselves ready 
| important advertising tasks that 
| will be our emergency job when 
Allied troops march into Rome and 
Tokio and Berlin.” 


| Butler Moves Offices 


Butler Advertising, New York, 
| has moved its offices to 2 E. 45th 
|street. The agency was formerly 


|located at 516 Fifth avenue. 


management | 


for the| 


1,400 Dailies Join 
WPB Scrap Drive 


More than 80 per cent of ‘he 
nation’s daily mewspapers h. ve 
joined in the American Newspa)er 
Publishers Association’s concn- 
trated scrap drive. 

Richard W. Slocum, chairman of 
the newspapers’ scrap drive com- 


; ONS. | mittee, has reported to WPB Chiair- 
he said, must continue | 


man Donald M. Nelson that mure 
|than 1,400 dailies, including the 
| largest in the country, have already 
joined the drive. 


To Simons-Michelson 


Simons - Michelson, Detroit, has 
been appointed agency for Robert's 
Furs, Detroit. Full-page advertise- 
ments have been scheduled fo: 
Vogue, as well as an extensive 
schedule of newspaper advertising 
and direct mail. 
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%* Fort Wayne's population > 
118,410 ranked itas Indian’ * 
2nd largest city when the | st 
census was taken. With the \™ 
rival of increased employm: ‘+ 
population and purchas °9 
power have increased. Sv °** 
rationing registrations indi *¢ 
1561 new families have mo #4 
into Fort Wayne since 1° »°. 


The News -Senti: dl 


Fort Waynes Good Evening News 


@ FORT WAYNE, INDIANA 
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i won recognition from his adopted city, rejected 
~ flattering offers from the Eastern press . . . and 
>. during a rich, busy life, found time to write 
a . 
a 1 the loved verses which live after him. 
¥ ’ > ° 
= |s Wittiam WRiGLey, JR., who was born in 
w i | Philadelphia in 1861, went into his father’s soap 
— . — ° 
\ a factory at thirteen, came to Chicago in 1891 as 
Peed . : . . . ° 
— we “ti, ae the firm’s star salesman. He first sold soap with 
A «i Re a premiums, one of which was chewing gum; 
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“Newcomers to Chicago-” 


Joun G. Suepp, tired of “clerking” in 
Vermont village stores, was twenty-one when 
he headed for Chicago in 1871 “to work for 
the biggest store in town.”’ Marshall Field, just 
recovering from the great Chicago fire, gave 
him a job as stockclerk at $10.00 a week. He 


was the store’s chairman of the board, first 
citizen, great philanthropist when he died in 
1926 . . . And the Shedd Aquarium is his 
$3,000,000 gift to his adopted city. 

Evayan Peacock, descendant of the Pil- 
grims, son and grandson of a jeweler, left New 
England at the age of nineteen with a stock of 


jewelry and watches, set up shop in Chicago 


in 1837; began using newspaper advertising 
in 1841. The business he founded has long been 
famous, is still managed by his grandson. 
Peter Uppike, born in Princeton, N. J., 
learned the builder’s trade, was twenty-four 


when he arrived in Chicago in 1833, in time 
to see the Indians sign the treaty for the city’s 
site. Chicago’s first architect and builder, he 
helped start its first public utility . 
Peoples Gas, Light & Coke Co. 
Leon MAnvbe., 


.. now the 


European born, was 
brought to Chicago by his older brothers when 
he was eleven, in 1853. Bank clerk with 
Greenebaum Brothers, he later sold dry goods 
in his family-owned firm of Klein and Mandel, 
headed Mandel Brothers in 1865 . . . Wiped 
out by the Chicago Fires of 1871 and 1874, he 
persevered until his store was one of Chicago's 
largest . . . died a widely known and loved 
philanthropist His grandsons carry on 


both the name and the business. 


EvGeNne Fretp, Vermont born, a roving 
newspaperman who settled in Chicago in 1883 
at the age of 33; . . . wrote the first column in 


American journalism—*Sharps and Flats’... 


THE CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 


became the world’s largest maker of chewing 
gum, a great merchandiser and advertiser, 
owner of a baseball club and Catalina Island. 

The huge white tower on Michigan 
Avenue bears his name. His son still conducts 
the world wide business he founded. 


These: pioneers of hallowed memory . . . 
once were nobodies, newcomers to Chicago. 
‘To a wilderness outpost, a prairie hamlet, 

a young city ... they gave their time, their 
effort, their youth... and their faith. Chicago 
was built on swampland, and faith. And those 
of great faith found great and enduring rewards 


in Chicago then . . . can still find them now. 

The Sun was published in the knowledge 
that it was needed, in the belief that it would 
be welcomed, used and supported. The faith 
was backed by works and money. And Chicago 
is already paying off—has given The Sun 
more circulation—than any new newspaper 
ever had; and 
the intangibles that make a medium. 
And more advertising than any new newspaper 
ever had in such a short period. ‘The Sun no 


longer need be bought on faith! 


more interest, confidence 


support 


Sun circulation represents not only an 
important share of the market . . . but an 
circulation! 
Because the people who read and support The 


influence far in excess of its 
Sun are the progressives, the articulate, the 
missionaries for ideas and merchandise who 
make the best markets for everything ... And 
The Sun has enough of them to make Chicago 
a great market for you .. . 

Ask the Branham man for details! 
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Offers Production Course 


The Graphic Arts Association 
Illinois, Chicago, is sponsoring a 
course in scientific estimating and 
production management, beginning 
Sept. 28 Advertising agency men 
and advertising managers have been 
invited to enroll in the class, which 
will include 37 lessons An addi- 
tional six lessons will be given in 


offset printing 


“Yesh, Porter, if youve lissened 
to that Ll. of M. game on WEDE 
Flint Michigan, yow Ul handle my 
pleskins wish care.” 


.« WPB Awaits Data 


on Stock Now in 
Retailers’ Hands 


New York, Sept. 24.—-Although 
the War Production Board is gath- 
ering data on inventories currently 


held by wholesalers and retailers, 
no stock regulation order is antici- 
pated for the immediate future, 
Reavis Cox, of the WPB Office of 
Civilian Supply, told the Retail 
Men's Wear Council of New York 
this week 


Inventory control forms are now 


being sent to distribution outlets, 
returnable Oct. 25, but no action 
will be taken until the results of 
two quarterly reports have been 
analyzed, Mr. Cox said. He assured 
the men’s clothing retailers that 
this intention will not be altered 
unless sudden war developments 


force a re-examination of the prob- 
lem 

The objective of inventory con- 
trol, he explained, is to assure an 
equitable distribution of merchan- 


control 
to the 


can 
fight 


that stock 
materially 


he added, 
contribute 
against inflation. 

Asserting that inventory regula- 
tion should not be interpreted as an 
attempt to change individual busi- 
ness methods, Mr. Cox said that the 
WPB tackled the problem following 
complaints from merchants caught 
in a merchandise squeeze. Investi- 
gation the situation disclosed 
that in many growing communities 
new enterprises found it impossible 
to get merchandise, while stocks of 
existing were “way out 
line.” 

Disclaiming any _ intention 
desire to hit large stores or chains, 
Mr. Cox observed that it is the gov- 
ernment’s policy “to help the small 
man,” well as consumers. 

The inventory control forms cur- 
rently being distributed must be 
filed only by those whose gross vol- 
ume more than $100,000 annu- 
ally, or who have inventory in ex- 
$25,000. The years 1939-41 
constitute the base period for de- 
termining normalcy of stock. 


of 
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Butler Paper Co. Moves 
After turning over its two plants 

for conversion to munitions manu- 

facture, Butler Paper Products 


dise so that dealers and consumers Company has moved from the war 


can obtain the goods they need. It 


is the belief of war agency officials, 


production district of Toledo to new 
quarters on Wall street, Toledo. 


wies 
its 500 odd factore 


| Toledo with t sul 
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ok BIG TEN-OUNCE 


PEPSI-COLA BOTTLING COMPANY OF BINGHAMTON 
S15 Breed Avanos Gnghemten #1 Prone Ginghamter +993) 


Negro newspaper, 
cial 50th anniversary, golden jubil« 
edition Sept. 
tained eight sections, 112 pages, a: 
traced the history of the newspap: 


Reaching out for fountain sales, Pepsi- 

Cola Co. has launched a test campaign 

in several markets, offering a 10-ounce 

glass of the beverage for a nickel. This 

opening insertion appeared in Bingham- 
ton, N. Y. 


New Price Set-up 
Planned Soon 


for Food Field 


Washington, D. C., Sept. 23. 
Because controls on farm prices and 
wages did not accompany the origi- 
nal General Maximum Price Regu- 
lation, literally of products 
have been squeezed from shelves of 


scores 


food stores by high replacement 
costs, 
So severe has the crisis become 


that OPA officials this week went to 
work on an alternative pricing sys- 
tem that will, when completed 
early in October, extend to virtu- 
ally the entire food field the indi- 


Vidual and temporary relief meas- 
ures that have been applied to 
canned foods and other controlled 
items. 

Pointing out that replacement 


costs in some instances now exceed 
ceiling Price Administrator 
Leon Henderson has already ex- 
plained the principles of the new 
system to members of the National 
Food Industry Advisory Committee 
and the OPA-WPB Distributor Ad- 
Visory Committee in Washington 
meetings. 


May Be Effective Oct. 1 


Under the new plan, which may 
go into Operation as early as Oct. 1, 
retailers will have the option of 
using current price ceilings, or ap- 
plying adjusted gross margin over 
delivered on different groups 
of products. 

On a few commodities, however, 
the OPA will establish fixed per- 
centage margins, without the alter- 


prices, 


costs 


native of price ceilings. Separate 
margins will be set for different 
types of distributors at wholesale 
and retail. 

Food retailers and wholesalers 
have been cautioned to make no 
changes in their ceilings until the 
new regulations are promulgated 
After the announcement there will 


be an extended period during which 
ceilings are adjusted, and retailers 
compile their price lists, before the 
ultimate consumer feels the adjust- 


ment. The margins allowed will, 
in most cases, allow different per- 
centages for each class of whole- 
saler. 

Most important for advertising 


will be the lifting of the “squeeze” 
from many of the packaged foods 
that have been disappearing, sim- 
ply because rising farm prices and 
frozen ceilings left no profit margin. 
With the lifting of the squeeze, 
resumption of advertising in many 
lines is anticipated. 


Discontinues Shipments 
Peek-Frean & Co., London, Eng- 

land, will discontinue shipments of 

its biscuits to Canada for the dura- 


tion. A. McKim, Ltd., is handling 
announcement copy now appearing 


in Canadian newspapers and maga- 
zines. 


Sept. 2 
Heroes Bond Month. 


studio 
chasers of $50 war bonds which ; 


tional 
show, 
stage 

to 


Chicago Stations Join 
in War Bond Program 


All major Chicago stations wv 
carry “Back ‘em Up, America,’ 
special all-star program, Mond 


_ from 11.15 p. m. to 1 a, 
is the climax to the September \W 
The show wv 
rriginate in WGN studios, with t 
audience composed of pt 


veing sold by 25 Chicago advert: - 
ng agencies. 

Alex Teitelman, radio chairm 
of the amusement and recreati 
livision, Chicago Committee on N 
Defense, producing t 
which will feature scores 
and radio stars... IA*additi 
the Chicago stations, about 
ther Illinois stations will carry t! 


is 


broadcast. 


‘Afro-American’ Marks 
Golden Jubilee Year 


The Afro-American, Baltimo: 


published a spe 
19. 


The edition cor 


from its beginning in 1892. 


Other members of the chain 


five weeklies comprising the Afri 


American Newspapers are bot 


older and younger than the Balt 
more paper. 


The oldest is the Ric! 
mond Afro-American, which 
years old, and the youngest ts t! 
New Jersey Afro-American, whi 
is only two years old. Washingt 
and Philadelphia editions complet 
the chain. 


is t 


Buy Portage Paper 

W. M. Comstock, publisher of tl 
Oconto County Reporter, Ocont 
Wis., and his son, W. Thurst 
Comstock, publisher of the Pre 
Republican, New London, Wis., ha‘ 
purchased the Register-Democra 
Tortage, Wis., from A. A. Porte 
the oldest active publisher in Wi 
consin, who is retiring at the age o! 


86. W. T. Comstock will go t 
Portage to take over management 
of the paper. 


Feine Joins WMAS 


Hazelden M. Feine has resigned 
as account executive with Willian 
B. Remington, Inc., Springfield 
Mass., to become program directo: 


of Station WMAS, Springfield. M: 
Feine succeeds Herbert Edman, re 
signed 


Ape 
TIRED AD MEN 
SEEM TO LIKE 


us! Suppose YOU were 
loaded to the ears with plans, 
copy, administration... wouldn't 
you value an engraver who saves 
you time and disappointments 
in his department? 


We don't mean just beaut: 
fully made engravings. (We a: 
mit others make ’em too.) Rath« 
it’s what 20 years have taug!!t 
us: Intelligence in following 
structions. Ingenuity and “ad\ 
tising sense” in giving a job w!):t 
it needs to reproduce “as vis\ 
ized.” 


That and more of like orde: 's 
our idea of what an engray %¢ 
service should be... and we 
practice what we preach. 

Does it sound too good to De 
true? Then send for an Adv. ce 
representative at our risk. ¢ ve 
him a test job and if we ¢ nt 
keep to an irreproachable st. 1d- 
ard from pickup to invoic: — 

t's 


please you thoroughly - 
OUR hard luck! 


ADVANCE 


ENGRAVING COMPANY 
INC. 
Harrison 3440 - CHICAG’ 
A COMPLETE Photo-Engraving 


vice 
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$800,000 Campaign 
Approved to Push 
Sunkist Lemons 


Los Angeles, Sept. 23.— The 
California Fruit Growers Exchange 
will invest $800,000 in advertising 
Sunkist lemons during the 1942-43 
season, Russell Z. Eller, advertising 
manager, announced here yesterday 
following approval of his recom- 
nendations by the board of di- 
rectors. The amount is approxi- 
mately the same as spent during 
the 1941-42 season, and is raised by 
a 12 cents per packed box assess- 
ment. Newspapers, magazines and 
radio are the chief media through 
which the budget will flow. with 
specific advertising plans to be an- 
nounced at a later date. 

The campaign will be concen- | 
trated on the three uses that are | 
believed to have the greatest possi- 
bilities of immediate increase dur- 
ing the war and that are least sub- 
ject to the adverse effect of sugar 
rationing. These uses are lemons as 
a laxative, as a cold remedy and 
for cold lemonade. 

A steady increase in the use of 
lemons is shown in figures released 
by Mr. Eller. The average U. S. 
consumption for the past 15 years 
has been 18 per capita. Last year’s | 
average was 23.2 lemons. An en- 
couraging aspect of the exchange’s 
drive to increase consumption is 
the steady mounting of winter 
lemon sales. ‘“‘While no one in the 
industry is satisfied with the exist- 
ing lemon surplus,” said Mr. Eller, | 
“the fact remains that we have} 
made steady progress in market | 
expansion.” 


Sugar Figures Heavily | 


lilustrating the job that advertis- 
ing faces in increasing lemon sales 
in the face of sugar rationing, he 
pointed out that 33 per cent of the 
lemons used goes into lemonade, 
while iced tea accounts for 18 per 
cent more. Both are bound to be 
influenced by sugar rationing and 
impending rationing of tea must 
also be faced. However there are 
12 other distinct uses and each in- 
dividually accounts for one per cent 
or more of lemon sales. 

Sunkist’s campaign to promote 
the morning use of lemon and water 
and lemon and soda as a mild laxa- 
tive and morning conditioner is 
producing gratifying results, ac- 
cording to Mr. Eller. Surveys indi- 
cate that the practice was common 
among only 15 per cent of lemon 
users when this promotion was 
started in 1938, while three years 
later it had increased to 26 per cent. 


Offers Marketing Courses 

New York University’s School of 
Commerce, Accounts and Finance is 
offering 48 courses in domestic and 
foreign marketing this year. Courses 
are placed in one of four divisions, 
advertising, markets and market 
analysis, selling or foreign mar- 
keting. 


95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 

mbined with the nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


*Radio Dail 


{pril 10, 1942 


Adcratt Club Directs 
Advertising Courses 


The Adcraft Club of Detroit will 
direct four courses at Wayne Uni- 
versity during the fall semester, 
with Prof. Gordon W. Kingsbury 
as conductor. The classes, which 
started during the week of Sept. 21, 
are Elementary Advertising, Sales 
Management, Advanced Advertising 
and Advertising Copy. All carry 
college credit and the sales manage- 
ment course can be used for gradu- 
ate credit. 

Greater emphasis will be placed 
this year on the war effort, post- 
war marketing and the general con- 
sideration of public relations. Mem- 
bers of the Adcraft Club can attend 
without charge but must pay fees 
for university credit. 


To Issue Journal 


The American Gastroenterological 
Association will begin monthly pub- 
lication of an official journal, “Gas- 
troenterology,’ in January, 1943. 
Williams & Wilkins Company, Balti- 
more, will act as publisher and will 
handle the sale of advertising space. 


Bond Electric to ; 
Make Bold Bid for 


Flashlight Market 


New York, Sept. 22.—A greatly 
expanded advertising program, de- 
signed to secure and hold a larger 
share of the flashlight and battery 
market, has been planned fo: 
release early next month by Bond 
Electric Corporation, division of 
Vestern Cartridge Company. 

Starting Oct. 3 in The Saturday 
Evening Post, this year’s campaign 
will be extended to Country Gentle- 
man, Farm Journal and Farmer's 
Wife, Field and Stream, Life, Out- 
door Life and Progressive Farmer, 
with insertions continuing through 
the fall and winter. Copy will fea- 
ture Bond batteries’ “extra fresh- 
ness” and capitalize on their ability 
to “stay fresh 50 per cent longer.” 

In 1941 Bond Electric used only 
two magazines, Outdoor Life and 
The Saturday Evening Post, with 


total expenditures estimated at 
$16,000. 

The “extra freshness” theme is 
also being plugged in magazines by 
Winchester Repeating Arms Com- 
pany, another unit of Western Car- 
tridge, for Winchester batteries. 

The aggressive promotional atti- 
tude displayed by Western Car- 
tridge in going out after the flash- 
light and battery market has caused 
some stir in trade circles, particu- 
larly in light of the caution exer- 
cised by other battery companies 
such as National Carbon Company 
and Ray-O-Vac Company. Copy 
tor both of the latter has empha- 
sized wartime restrictions imposed 
ipon civilian production of batteries 
ind flashlights. D’Arey Advertising 
Company is the Western Cartridge 
gency. 


Maher to ‘Liberty’ 

Edward Maher has been named 
assistant publisher of Liberty, New 
York. Mr. Maher was formerly 
Eastern advertising manager of the 
Annenberg Publications. 


- = a _ ——— _ 
Agency Moves 

Harry Feigenbaum Advert; ing §e 
Agency, Philadelphia, has moveg 
from the fourth to the seventh floor 
of 1420 Walnut street. The change 
Was necessitated by the Uniteg 
States Ordnance Department’s ta} 
ing over three floors of the build 1g. p 


Offers New Catalog 


Sylvania Electric Products, Ips. 
wich, Mass., is-offering a new fluor. ‘ 
escent lighting fixture catalog, which : 
is designed to simplify the pros- . 
pect’s problems of selecting the ) 
proper types and quantities of fix 
tures for his particular light 
project. 


New Apparel Campaign We 


Half-pages in Harper’s Bazaar. 
Mademoiselle and Vogue have b« 


l “ac 
scheduled for Radcliffe matching An 
gowns and coats by Gottlieb Broth- An 
ers, New York. The campaign re 
opens in the October issues of Har- _ 
pers Bazaar and Mademoiselle, Ind 
B. D. Iola Company, New York, js place 
the agency. the u 


NEW YORK: 32 E. 


Details? Send for Your Copy of “The FACTS of LIFE for BUSINESS.” Youth Group offices are located within easy 
reach. A phone call will bring you a representative with full information. Know the full significance of reaching 
1,550,000 (total A.B.C. circulation) of America’s dynamic leadership Youth. 


VN 


\ 
\ 
X\ 
a. > 


Now ONE ORDER 


- TWO PLATES 
FIVE YOUTH MAGAZINES PURCHASED AS ONE 
AT GROUP DISCOUNT OF LO% 


FROM: 1,550,000 


Advertise for Tomorrow's Business 
and Today's Sales...to Those Who 


Will Be 


oith St. ELdorado 53-3860 
CHICAGO: 9 W. Washington St. State 6950 


BOYS’ LIFE e 


Tomorrow's 
Who Lead Youth Today. 


BOSTON: 729 Boylston St. Kenmore 
DETROIT: 2842 W. Grand Blvd. Trinity 13720 


Leaders and 


The YOUTH GROUP 


OPEN ROAD FOR BOYS « 
AMERICAN GIRL « 


YOUNG CATHOLIC. VESSENGER 
YOUNG AMERICA 
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Sonate Committee 
Asks $5,000 for AFM, 
Petrillo Inquiry 


_egislation Nullifying 
Recording Ban to Be 
ought by Lawmakers 


Washington, D. C., Sept. 24.— 
The Senate with record dispatch 
tod unanimously approved Sen. D. 
Wo: th Clark’s resolution calling for 


a ll dress investigation of the 
“acis, practices, and methods” of the 


swiftness of action and the unani- 


mous vote, unprecedented in a move 
against a labor organization. 

Sen. Burton K. Wheeler indicated 
that the hearing might be held be- 
fore the full Interstate Commerce 
Committee, of which he is chairman, 
instead of the Clark subcommittee, 
which he appointed to conduct the 
preliminary hearings. 


The subcommittee’s hearings on 
Sen. Clark’s resolution to inquire 
‘into the AFM bans on_record- 
ings and broadcasting by ama- 


teurs, almost dull in the unanimity 
of the opinions expressed by sen- 
ators and witnesses, ended Tues- 
day in one of those “speak now, or 
forever hold your peace” climaxes. 

The postscript to the three-day 
preliminary hearing was furnished 


| just 


Communications Commission, and 
Assistant Attorney General Thur- 
man Arnold had testified to the 
reality of the Petrillo crisis. Mr. 
Padway asked permission to speak, 
after Senator Clark had ad- 
journed the final hearing. 


Decries “Czar” Claims 


When this was granted, he chal- 
lenged public references to Mr. 
Petrillo as a “czar” or “dictator,” 
saying that the recording ban had 
not been ordered by the union 
chief, but voted unanimously by 
the union in open convention. 

Mr. Arnold, who will personally 
argue the government's civil in- 
junction action against the union 
in Chicago on Oct. 12, reviewed the 
Justice Department's failure to se- 


according to Mr. Arnold. They are: 

“1. May a union use organized 
coercion to compel its own em- 
ployer to maintain obsolete or in- 
efficient methods and to refuse to 
introduce new mechanical improve- 
ments in order to compel the hiring 
of unnecessary labor? 

“2. May a labor union use or- 
ganized coercion to destroy an in- 
dependent business not directly 
employing members of the union, 
because it has introduced labor 
saving devices or improved me- 
chanical devices which cut down 
the general demand for labor in 
that area? 

“3. May a labor union use or- 
ganized coercion to prevent groups 
who do not seek employment from 
rendering free service? 


by Joseph A. Padway, general coun- cure Supreme Court rulings out- All of these questions of law are 

Am rican Federation of Musicians. sel for the American Federation of lawing “made work” under the raised by activities of the American 

An expenditure of $5,000 for the Labor, and attorney for both Mr. anti-trust or anti-racketeering Federation of Musicians, Mr. Ar- 
hearing was also approved. Petrillo and the union he heads, | statutes, nold held. 

Indicative of the importance after Elmer Davis, director of the Three fundamental questions, “In the first place the musicians’ 

placed on the crisis precipitated by Office of War Information, James applicable to the AFM case, remain union is attempting to coerce em- 

the union’s recording ban were the L. Fly, chairman of the Federal| undecided by the Supreme Court, | ployers to use unnecessary and 


of America’s YOUTH 
TO: Messrs. 


BRUCE BARTON 
CLARENCE FRANCIS 
ALFRED P. SLOAN, JR. 


and all other Leaders of American Business 


AN 


Gentlemen: 


OPEN 


tSTTER 
LETTE 


We are America’s Tomorrow. We are those who will be America, carry its burdens, 


direct its destiny, elect its officials, pay its taxes and own its industries. We are the 


inheritors of what you leaders of today bequeath to us. We are tomorrow’s families 


... tomorrow’s home builders .. . The fathers and mothers of the America to come. 


Some of us will preach. Some of us will teach. All of us will work . . . hard. Soon 


we will be doing all the important buying ... most of the buying that is done. One 


of us will have your job, Mr. Sloan. Another will take your job, Mr. Barton. Among 


us is the one destined to take over your work, Mr. Francis. 


We are the future presidents of all corporations, the workers, the straw bosses, the 


labor leaders, the bishops. priests, and politicians. Spiritually, financially, bodily 


and mentally, America will be us. We are it, now swiftly in the making. 


So. tell us about you, and your interests, NOW. You may not know it, but already 


our thought processes are deciding the futures of all business. Those we ignore will 


be no more. Those we favor will continue, bigger and better. Tell us about your 


business. its reasons for existence, its service to us... America... its position as an 


exemplar of private enterprise; freedom; democracy. Tell us that we may know, 


and knowing, give you life extension; corporate survival. Tell us, for better busi- 


ness. and future profits. Tell us, that we may be your better customers in the to- 


morrow that is dawning faster than any other tomorrow in history. Already we are 


thinking as adults . . . already we are as men and women. We need you, yes. But 


above all. YOU NEED US. 


NEW OLD RAMESES 


You Bet Father Remembers. * 


as 


AMESES 


Copy recalling the old days — when 
father smoked Rameses—is being tested 
by Stephano Bros. for its new “aristocrat- 
size" Rameses. Newspapers are being 
used (Advertising Age, Sept. 21). 


useless labor,” he said. In the sec- 


ond place the union is attempting 


to destroy independent businesses 
Which do not employ musicians, 
such as small independent radio 
stations, small restaurants and 
hotels, juke box operators and 
manufacturers, as well as manu- 
facturers of phonograph records 
and electrical transcriptions, be- 
cause they have adopted new in- 


ventions for the rendition of music 
In the third place the union is at- 
tempting to prevent the rendition 
over the air of voluntary musical 
performances by organizations such 
as high school orchestras 


“This goes a step beyond the 
closed shop because it is a claim 
that the union has a right to stop 


performances by volunteers and 
amateurs who are not seeking em- 
ployment from anyone,” 
ant attorney general emphasized. 
“It is similar to a demand that 
farmers be not permited to harvest 
their own crops, or that house own- 
ers not be permitted to repair their 
own buildings.” 

Mr. Arnold indicated 
AFM ruling, if carried 
would adversely affect: 

1. Small, non-network radio sta- 
tions, many them in towns too 
small to provide an adequate sup- 
ply of musical talent. 

2. Restaurants, hotels and 
dance halls depending 
called “juke boxes,” which are un- 
able to hire live talent. 

3. Advertising agencies 
musical transcriptions for 
clients 

4. Musical motion pictures, which 
are “mechanical 
duction of music.” 

5. Electrical transcription manu- 
facturers. 

6. Larger radio stations and net- 
works, which depend upon electri- 
cal transcriptions for a substantial 
portion both commercial and 
sustaining programs. 


the assist- 


that the 
into effect, 


small 


upon so- 


using 
their 


In essence, repro- 


One Troy war plant alone 


employs 9)00) persons to- 
day more industrial work- 
ers than in the whole Troy 
A.B.C. City Zone in 1939!* 
Payrolls in this major New 
York State market have 
more than tripled since then. 


*Last Census of Manuf 
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Maintaining Advertising 
Facilities 


E. W. Palmer, deputy chief of the 
printing and publishing branch of 
WPB, frankly about 
probable restrictions on _ printing 
and publishing in his Des Moines 
speech Sept. 16. He made it clear 
that the policy of the government 
will be to curb non-essential uses of 
paper, printing and plates, 
manpower, transportation and ma- 


spoke very 


to save 


terials. 

His comments were not entirely 
unexpected, for while publishing 
and advertising are regarded by 


Washington as indispensable to the 
proper information of the public in 
building full cooperation in the war 
effort, it has been realized in most 
quarters that the increasing de- 
mands of war production would 
cause some necessary belt-tighten- 
ing through the elimination of 
avoidable wastes in the production 
and distribution of printed matter, 
including publications. 

We believe publishers will 
find it possible to meet reasonable 


most 


restrictions on their operations with- 
out interfering seriously with the 
maintenance of the vital channels 
of communication supplied through 
their media, in which both editorial 
and advertising content play an im- 
portant role in public information. 
And we believe too that some of the 
changes which may be made as the 
result of wartime necessity may be 


Ernest T. 


of Ernest T. Gund- 
lach, veteran Chicago advertising 
agency head, caused little more 
than a ripple in the general press, 
but it marked the end of an era of 
significance to all advertising. Mr. 
Gundlach, while not ranked among 
the most important in volume of 
business in the agency field, played 
one of the key roles in the develop- 
ment of exact measurements of ad- 
vertising and 
For years his was a voice crying in 
the wilderness, and the general ac- 
ceptance of his ideas iater on almost 
cbscured the part he played in 
bringing into action methods assur- 
ing greater advertising effectiveness. 
Having learned the 
techniques of mail-order 


The passing 


readership response 


successful 
advertis- 


ing, Mr. Gundlach saw no reason 
why the same tried and proven 
methods should not be applied to 
general advertising Long before 


field tests of readership had been 
established, he crusading for 
the application of the same measur- 
ing sticks of effectiveness to adver- 
tising from which no direct response 


was 


found worthy of 
tion. 


permanent adop- 


For example, it has been hinted 
that in addition to paper 
consumption, as a means of saving 


cutting 


both labor and transportation, there 
may be some news- 
stand returns. The present system 
of permitting unlimited returns has 
grown up largely as a competitive 
measure, and involves some obvious 
wastes which under present condi- 
tions represent an excessive eco- 
nomic When a_ publication 
sells less than half of its print order, 
as sometimes happens, the 
labor, materials and transportation 
can hardly be justified today, even 
though it might be tolerated under 
normal conditions. A restriction im- 
posed here would work no serious 
hardships and would serve a useful 
purpose from many standpoints. 
There is talk in Washington about 
passing on the “essentiality” of pub- 
lications. If this means that some 
individual may be given the power 
of life and death over media in all 
fields, it will call for superhuman 
judgment and ability. In addition 
it raises fundamental questions 
touching the very existence of a free 
press. We hope that it will not be 
found necessary to approach the im- 
portant problem of conservation in 
the publishing field from this dan- 


restriction on 


loss. 


loss in 


gerous angle. 


Gundlach 


was invited or expected. 

As a one-man crusader, he talked 
and wrote voluminously to 
nate bunk from advertising and 
from the then current conceptions 
of advertising copy. In “Facts and 
Fetishes” and “Old Sox on Trum- 
peting’” he belabored the idea that 
general need be only 
beautiful and might be dumb with- 
out imposing too great a handicap 
on the final result. And even though 
his books did not have a wide sale, 
they emphasized the enthusiasm of 
his work in the direction of making 
advertising do the best job of which 
it was capable. 

When we remember that reader- 
ship studies, test advertising, sales 
checks in test areas and all the other 
accepted techniques for insuring the 
full effectiveness of advertising have 
now 


elimi- 


advertising 


become commonplace, and no 
longer the for argument, 
we may realize the value of the 
contributions of men like Ernest 
Gundlach, who fought successfully 
for the establishment of correct 
fundamental advertising principles. 


occasion 


YOUNG AMERICA GOES TO WAR 


"War bonds ... 1 gotta buy war bonds. 


Liberty 


Get thee behind me, Satan .. . | gotta 


buy war bonds!” 


Ad-libbing 


A Death Blow Falls 


In discontinuing the singing tele- 
gram and = special-rate social and 
holiday greetings, as of midnight, 
Sept. 18, Western Union Telegraph 
Company has struck a major blow 
at public complacency. To have to 
drink semi-bitter coffee in a restau- 
rant; to forego the receipt of ten 
per cent of the weekly paycheck; 
to have the Internal Revenue Col- 
lector hold a mortgage on your 
extra pair of trousers; to be forced 
to walk to the corner grocery store 


instead of dashing up in your 12-| 


cylinder job; to huddle in coats 
and blankets in a refrigerated house 
—all these things one may shrug 
off as annoyances, and still fail to 
realize that “living as usual” is out 
for the duration. 

But not to be able to send a sing- 
ing telegram! Ah, there is horror 
in its starkest state: there is the 
war and all it means brought home 
truly to the peepul. Not to be able 
to dash into the nearest Western 
Union office at the zero hour and 
pick a number from 1 to 63, thus 
disposing of essential Christmas, 
New Year, Thanksgiving, Easter, 
St. Valentine’s Day, Father’s Day, 
Mother’s Day or Jewish New Year 
greetings—as the case may be—that 
is suffering indeed. 

To be deprived, at one fell stroke, 
of the citizen’s inalienable right to 
send a Kiddiegram or a Pep Tele- 
gram to school teams, or Birthday 


yreeting No. 7, or Wedding Message 


No. 31 . what then is there left 
to live for? 

The mind. shrinks from the 
thought of hundreds of thousands 


of honest, upright, clean-living citi- 
zens, struggling valiantly to com- 
pose their own word gems to fit all 
the occasions which Western 
Union’s master mind had codified 
with godlike ease. Surely the land 
will abound in torn and lacerated 
finger nails, mutilated scalps, 
gnawed pencil tips and crude mes- 
sages. 

The war must be won; and speed- 
ily! No people, however brave, 
however well imbued with spirit, 
however steadfast in its purpose, 
can long endure the hardships of a 
life in which the Singing Telegram, 
the Kiddiegram, the Pep Telegram 
and all their noble company have 
perished from the earth. 


More Women in Industry 

Some hard-bitten members of the 
male sex won't like the trend to- 
ward women in everything, but 
others may find the fair sex’s infil- 
tration into every conceivable form 
of male occupation amusing and 
even pleasant. The Journal-Times 
of Racine, Wis., hopes so, at any 


rate, since it has just filled three 
jobs vacated by men called into 
military service with three young 


lassies called into newspaper serv- 
| ice, 

The uniforms, which the news- 
paper thinks are more practical than 
the “usual feminine attire,” since the 
girls will be required to drive light 


| 
| 


trucks, ride bicycles and do con- 
siderable walking, consist of a 
brown corduroy military-type cap, 
with orange piping, decorated with a 
jaunty round insignia on which are 
emblazoned the initials “J-T,”’ a 
brown corduroy jerkin with orange 
buttons, and brown corduroy slacks. 
A light and heavy coat, with parka 
hoods, complete the outfit. 


Wrong Number 

It’s always been our impression 
that radio stars are pretty well 
acquainted at least on speaking 
terms—with the advertising agen- 
cies that place their shows. But 
now we're beginning to wonder. 

A Minit-Rub ad in the current 
of drug papers heralds the 
start of “Duffy’s Tavern” over the 
Blue Network under Bristol - Myers 
sponsorship. Archie is pictured at a 
telephone informing druggists that 
he’ll be on the job for them on and 
after Oct. 6. And, while he talks he 
doodles on his shirt cuffs—tips on 
the races, miscellaneous figures and 
a telephone number. The latter 
struck us as being vaguely familiar 

LE 2-7450. We were right, it’s 
the phone number of J. M. Mathes 

What's strange about that? Noth- 
ing, except that Young & Rubicam 
directs the account. Archie may not 
know that, but the man who pre- 
pared the copy at Y&R should have 
been told. Maybe we're being un- 
duly harsh: for the record we ought 
to admit that J. M. Mathes used to 
handle “Duffy’s Tavern,” for Schick 
injector razor. 


issues 


Information 
for 
Advertisers 


The following documents ma. be 
secured without charge from cm. 
panies sponsoring them, or thro igh 
ADVERTISING AGE, by any nati: ya} 
advertiser or advertising agency 
executive writing on his busi: ess 
| letterhead. 


No. 2049. The Time I’ve Waste. iy 
Big Cities! 

City men just don’t know yw jat 
goes On among the glamor-min ‘eq 
|gals of the smaller towns, Ho) se- 
| hold Magazine says in this fo! er 
The story clears up some misc \n- 
ceptions about cosmetic distribu! on 
and sales in towns of under 25, \(0 
| population, and gives plenty of « vi- 
dence about reader reaction to <« ds 
|to beauty and good grooming. 


No. 2050. Straight fromthe Hor-e’s 
Mouth. 

The United States News reports, 
in this folder, the results of a mava- 
zine preference readership survey 
on 1,457 key men in official Wa-h- 
ington. 


No, 2051. The 
Buyer Hall. 
“Who planned a campaign with 
budget small” is the rest of the 
title of this booklet, and the story 
is in rhyme, too, with cartoon illus- 
trations. The point is that Spice 
Buyer Hall studies the facts about 
the circulation, readership and miar- 
ket covered by the big four national 
week-end newspapers of Canada, 
and solves his problem. This grou 
is composed of the Star Weekly, La 
Presse, The Standard and La Patrie, 
for each of which the booklet con- 
tains a tabulated circulation record 


No. 2052. About 
and Parade, 
| Parade has issued 
which tabulates circulation—num- 
'ber of families and total supple- 
ments—in 38 cities covered by three 
|newspaper supplements. Graphs 
show retail sales and family cover- 
age in combined Parade, American 
Weekly and This Week Magazine 
cities, and market data is given for 
| Parade cities. 


'No. 1989. Reader Responses and 
Reactions and Their Relation to 
Advertising. 


The American Magazine has is- 
sued this report on the findings of a 
psychological study of its readers’ 
responses and reactions, made by 
Matthew N. Chappell and Car] W 
Dreppard of Columbia University 
The study points out that magazines 
like humans, have certain personal- 
ity traits, fixed by editorial purpose 
and policy. The authors maintain 
that John Smith, reading one maga- 
zine, is quite a different person from 
John Smith reading another, and 
that the difference lies in his in- 
terests and attitudes — his state of 
mind or “mental set.” They report 
on their study of the pattern of psy- 
chological content of the American 
and show that reader response indi- 
cates that readers have a “menta 
set” of “high commercial sixnifi- 
cance” when reading the America" 


No. 2017. The Value and Pairiott 
Use of Color. 

In this brochure, Stecher-Trauné 
Lithograph Corporation shows ™ 
advantages of using full color \n @ 
vertising material— how to use L 
easily and with the most bene®! 
Numerous color illustrations Dr!né 
out the points of the text, and ae 
tailed directions explain how co! 
can be used most easily an’ e 
nomically. 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporat pes 
issued these four presentat Kits 
which demonstrate, with 
specimens, the quality and ©caP*” 
bility of Kimfect, Multif es 
Trufect Levelcoat papers and HY 
fect book paper. Each kit a 
tains unprinted samples for 
and comparison. 
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RETAIN OFFICE 


of ATA members, listing the full 
membership in each ad. 


Murray Is Optimistic 
Robert Murray, field representa- 
tive of the Four A’s, describing 
recent travel contacts with agencies 
and special group meetings, said 


war conditions, called attention to 
the trend toward more standardiza- 
tion and asked for a general “house 
cleaning” =n respect to retail adver- 
tising. Advertising production 
schedules could be eased up consid- 
erably, he declared, if retailers 
could be convinced of the virtue of 


All present officers and directors 
were reelected to serve another 
term in view of the trying times. 


WHK, WCLE Join MBS 


Formal affiliation of Stations 
WHK and WCLE, Cleveland, with 


‘Newsweek’ Shifts Staff 


Arthur V. Anderson has been 
named by Newsweek, New York, to 
the newly-created post of advertis- 
ing director. Edwin J. Hughes, 
formerly Western manager, suc- 
ceeds Mr. Anderson as advertising 
manager, while Curtis F. Moss of 


that the advertising profession had giving more time to typesetting. ae J we gee 3 Broadcasting System the Chicago sales staff hag been pro- 
Rpepectate's: ‘ ; : : ‘ fiends ; will take place Sept. 28. A special moted to manager of at office. 
suddenly realized that it had not Convention discussions centered ,....+. be aired fr 9:15 oo s- 

program to be alre rom 9:19 to Victor Craig advances from the 
been hurt as badly by the present 


| situation as it had expected. Adver- 


tising men, he said, had looked at 


chiefly on steps which can be taken 
to conserve time and materials and 
make equipment last for the dura- 


10 p. m., EWT, is being planned. 
WHK was previously affiliated with 
the Blue Network. 


New York sales staff to Eastern ad- 
vertising manager, also a new post. 


England where advertising had 
been cut 35 to 40 per cent, and felt 


Acquires Levick Pictures 


tion. Reports of individual mem- 


bers showed that business varied New Chocolate Campaign 


that the same thing could happen from a_ substantial decrease to a ; . 2 Wilbur-Suchard Chocolate Com- 
here—but that it hasn’t. Present favorable increase over 1941. Frederic Lewis, New York pho-| pany, Lititz, Pa., will release in 
indications make for optimism about. Although attendance was down tosrapher, has acquired the collec- November a_ series of one-third 
the future, he said from last year, there was a good tion of yacht and ship pictures of page advertisements in color in 


Edwin Levick. This collection con- Woman's Day and institutional ad- 


Harry L. Gage, vice-president, representation at the € leveland con- tains more than 50.000 photographs, vertisements in business papers. 
Mergenthaler Linotype Company, vention. Membership has been sus- among which are thousands of pic- Gray and Rogers, Philadelphia, is 
speaking on type problems under tained, according to reports offered. tures of yachts. 


agency. 


Four of the six officers of the Advertising 
Typographers Association, reelected for 
the ensuing year, are (front row, left to 
right) H. H. Blinkman, Cleveland, first 
vice-president; E. G. Johnson, Chicago, 
president; (back row) Carl H. Ford, 
Cincinnati, second vice-president, and 
Albert Abrahams, New York, secretary. 
Not shown are Mrs. F. W. Shaefer, New 
York, third vice-president, and P. J. 
Frost, New York, treasurer. 


lypographers Vote 
| to Continue Ad 
Program for Year 


\ 


® 
\ 


Hes just | 


il Cleveland, Sept. 22.—The adver- ‘ ‘ 
A, tising committee’s recommendation i \ ee ety one ©) tT e 2 
PF that the ATA continue its ad- { \ Jae i! 

4 vertising program during wartime ‘ ¥\\ 

e, without substantial change was * 


- approved by the Advertising Typo- | 


/ 200,000 


d graphers Association of America at 
ts its 16th annual convention here last | 

COCK 

rhe committee report was pre- 
wie sented by E. G. Johnson of J. M. ' 
Ae 3undscho, Inc., Chicago, ATA presi- rp newcomers 
pi dent, who expressed belief that the : 
ee association was “beginning to get Ni] ‘ 
hs the accumulated benefits of our as 
* advertising over a period of years.” ° 
‘" & With various changes taking place to tT e | timore ared 
= in agencies throughout the country 
of because of the war, “we have many 

new men to sell on our services,” 

SD Pubicato d WCBM and the B 

) sone ; . ; Y . rarti -% 
to Publications in the advertising eecce an an t e LUE 

ield will carry the group’s promo- 

ia tion. Direct mail, not used during e 
‘. the present year, may be attempted can ive them all to Ou | 
of during the coming year in addition g eee y - 
bs to the regular schedule. Associa- 


W tion copy for years has been selling 


the bility, cuuleentet nak tntensiie He, like thousands of others, have moved to Baltimore to work in its many war 


industries. Naturally, they don’t know a whole lot about Baltimore — so they turn to 
WCEBM for their Monumental City news. That's because they know WCBM is a BLUE 
NETWORK station — and they know also the BLUE NETWORK is “tops”; because, 
like WCBM, the BLUE station in their hometown was “‘tops:’ Send your message to 
Baltimore’s newcomers and old-timers through their favorite combination — WCBM 
and the BLUE NETWORK. 


BALTIMORE'S BLUE NETWORK OUTLET 


%& John Eimer, President 
George H. Roeder, Gen. Manager 


National Representatives: 


SPOT SALES, INC. 
New York - Chicago - San Francisco 


in cxeuse me, Mr Holmes, 
10 but if you're looking | 
0 for RESULTS, Capper's | ‘ 
Weekly is the real clue. 
t 373.000 clues, to be exact. 
tes ind vou needn't hire a de- 


cective to find them. 


PPER'S WEEKLY 


Topeka Konses 


373,000 Subseribers 
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in Europe in 1919. He was presi- Wi : features of soil and climate of the vertisements is scheduled to run 
ine Companies 


Ernest T. Gundlach, 
Pioneer of Copy 
Research, Dies 


Chicago, Sept. 21.—Funeral serv- 
ices were held yesterday in Wash- 
ington, D. C., for Ernest T. Gund- 
lach, organizer and president of 
Gundlach Advertising Agency here. 
Mr. Gundlach, who was 63, died 
Wednesday in the capital following 
an operation. 

Mr. Gundlach, who entered the 
advertising business in 1902 after a 
nomadic reporter’s career, was a 
pioneer of the copy-testing and re- 
search principles now a_ funda- 
mental part of most advertising 
technique. In the early days of the 
agency business, his principles—ap- 
plied chiefly to mail order advertis- 
ing—blazed a highway down which 
the whole industry was later to 
pass. 

In one of his texts on advertising, 
“Facts and Fetishes in Advertising,” 


published by Consolidated Book 
Publishers in 1931, Mr. Gundlach 
spoke out strongly for the icono- 


clastic views which he had formed 
during 29 years of agency work. 


No “Sacred Cows” 


Among the shibboleths he at- 
tacked were: mass psychology, con- 
tinuity, cumulative effect, literary 
style, dealer cooperation and “high 
class” consciousness. These “fet- 
ishes,”’ as he called them, appeared 
to him to obstruct the smooth work- 
ing of a sales and distribution aid. 
With all due respect to the neces- 
sity of dramatizing a product and 
describing its merits, Mr. Gundlach 
held out for “yardsticks” in adver- 
tising. Costs, readership, results, 
sales, inquiries, leads for salesmen 
—these were significant items to 
him, items which were lightly 
brushed over in earlier days, with 
emphatic retorts that to believe in 
advertising was to believe in it 
wholly, without question—anything 
less was not becoming to an “adver- 
tising man.” 

It was natural that Mr. Gundlach 
should admire Claude Hopkins, 
whose great thesis was 
why” copy. “Claude Hopkins is,” 
Mr. Gundlach once wrote, “in the 
writer’s opinion, the most fertile 
and ingenious dramatizer that the 
advertising world has ever seen.” 


“reason- 


Served in Labor Department 


Mr. Gundlach graduated from 
Harvard, was first employed on the 
Washington Post, then successively 
on the Chicago Record, the Omaha 
News, the Chicago New American 
Chronicle and Inter-Ocean. In 1902, 
four years out of Harvard and at 
the ripe old age of 26, he barged 
into the agency business. 

He served as associate director 
general of education and informa- 
tion in the Department of Labor 
during World War I, and was chair- 
man of the U. S. labor commission 


Did you miss 
QUEZON 


RUML 
McNUTT 


on tHe NEW 


MARCH or TIME 


Produced and Sponsored by the Editors of 


TIME 


America’s Most Important Magazine 


LISTEN TO A NEW 
GROUP OF NEWS- MAKERS 
next THURSDAY 


NBC NETWORK 


10:30 ir 


EwT 


dent of the City Club of Chicago 
from 1927 to 1929. 

Only two Gundlach accounts were 
active at the time of his death. For 
the time being, these and other 
company affairs will be handled by 
Mrs. M. J. Towers, who has been 
associated with the company for the 
past 35 years. 


Book and Magazine School 
Opens Fall Semester 


The Book and Magazine Union, 
New York, will start its fall semes- 
ter evening classes in publishing on 
Oct. 6. 


Courses will be offered in the 
editorial, production and _= selling 
fields. Catalogs may be obtained 


at 31 E. 27th street. 


Map Aggressive 
Ad Campaigns 


Sandusky, O., Sept. 23.—The big- 
gest list of national magazines in 
its history will be used by Engels 
& Krudwig Wine Company this 
fall and winter to promote its 
E & K wines and vermouths, B. V. 
Granfield, general sales manager, 
announced here recently following 
a general sales conference of dis- 
trict representatives. 

Plans call for copy in Collier's, 
Cue, Esquire, Fortune, Gourmet, 
Harper’s Bazaar, House & Garden, 
Life, Time and United States News, 
featuring the theme that unique 


wine islands of Lake Erie make 
E & K wines “the finest wines from 
America’s finest grape district.” 
Business papers will carry news of 
the campaign to dealers, and other 
promotion includes newspapers, di- 
rect mail, point-of-purchase dis- 
plays, consumer folders and table 
wine cards. 

Beeson - Faller - Reichert, Toledo, 
handles the account. 


PROMOTE CHIANTI 
WINE IN ‘TIME’ 

San Francisco, Sept. 22.—Italian 
Swiss Colony, for the first time 
since repeal, has launched national 


advertising of its Tipo red and 
white dinner wines. 
A series of 26 full-column ad- 


Time during the next year. C 
tells how the non-irrigated gra; 
used for the product are grown 
“the heart of California’s fine w 
district.” Two booklets are be 
offered consumers, “Wine Tips ir 
Nut Shell” and “Cooking w 
Wine.” Aggressive merchandisi 
plans support the Time drive. 
Leon Livingston Advertisi; 
Agency directs the account. 


Chicago Card Out 


| A new Chicago directory of age: 


|cies and media representatives h 
been issued by the Chicago offi 
of the St. Louis Post-Dispatch. T 


card is distributed free to inte 
ested persons. A new feature is 
list of radio representatives, ne 


works and transcription companie« 
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ADVERTISING AGE 


Ayer Cosmetic Ads 
Piug Large Jars 
a; Victory Aid 


ew York, Sept. 23.—To 
wo nen in carrying out the govern- 
me it’s recommendations with re- 
geri to buying and conservation, 
Ha riet Hubbard Ayer has launched 
‘ ‘~w series of advertisements in 
15 cities, keyed to the theme of 
be: uty and victory. 

| lustrated panels portray savings 
att ined in packaging materials and 


assist 


shi ping space when consumers 
nul chase one large “victory” size 
cos netic instead of five or six 


sm ller sizes. It was also empha- 
sizod that the purchaser receives “a 


larger amount of product per dol- 
lar,” making the money saved 
available for war savings stamps, 
and that “every beauty preparation 
you buy adds a 10 per cent tax to 
help America win the war.” 

First insertion, in 740-line size, 
was headed “Pledge your beauty 
for Victory,” and appeared in New 
York, Chicago and 13 other cities. 
By picturing one 10-ounce “victory” 
size jar of face cream, for example, 
alongside six small jars of the same 
product which aggregated only 
eight ounces yet cost more, the copy 
drove home its story of conserva- 
tion and economy. Other ads in 
the series will be captioned “Beauty 
Puts Victory First” and “Look 
Lovely and Save for Victory.” 

Catherine Oglesby Agency directs 
the Ayer account. 


‘Citizen-Times’ Publishes 
Navy Recruiting Section 
The Citizen-Times, Asheville, 
N. C., recently published a 16-page 
tabloid section augmenting the 


U. S. Navy's advertising campaign 
for enlistments, which has been 
appearing in the newspaper. The 


theme centered around the idea of 
replacements of the U. S. S. Ashe- 
ville, which was sunk in the Java 
Sea in March, 1942. 

The local recruiting station re- 
ported that immediately after this 
section appeared, it was deluged 
with inquiries from those who 
wanted to enlist in the Navy. 


Chicago Agency Named 

Almon Brooks Wilder, Chicago, 
has been appointed to direct adver- 
tising for Chicago Molded Products 
Corporation, 
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oney for Today 
and Tomorrow, Too 


@ Farmers of the Heart Region have the reputation of being good 
providers. They have ready cash and they spend it on their families, their 
homes and their farms. These folks are the finest type Americans, prosperous, 
progressive in their methods and accustomed to high standards of living. 

This Heart Region--the 13 Upper Mississippi Valley States—is the richest farm 
region in the entire world—and the easiest for an advertiser to blanket with one 


farm magazine. 


The one magazine is Successful Farming. Its more than 1,200,000 sub- 
scribers appreciate the fact that Successful Farming is a business magazine 
edited, not for smali town or city readers, but for real farm families. Success- 
ful Farming is their magazine—devoted to their Heart Region problems, To 
them its word is “gospel.” 

Look through the current issue of Successful Farming. The reasons for its 
tremendous farm prestige and influence are there. Particularly notice the 
interesting, constructive manner in which Successful Farming counsels its 


farm readers to get what they need today, while buying War Bonds for the 
things they know now they will need tomorrow. We believe you'll agree 
that Successful Farming is the basic book for any farm market schedule! 
Meredith Publishing Company, Des Moines, lowa. 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column, 


September 1; Sometimes under to reach a man's real ego, he said 
pressure at white heat, you turn tell a preacher what a great lawyer 
out the complete and perfect advet he would have made a lawyer what 
tisement At other times, with toil a great industrialist or statesman 
and trouble rewrites and refine When we ad men get these yveart 
ments, you finally get one to where ngs to be somebody else we are only 
it pleases you In either case vou suffering from a very common con 
send it off with some thrill of satis plai l have lived through several 
faction and pride Ther a Week, Severe attacks of it myself Now |! 
two weeks. a month later you see it, Suspect) that Twill never develop 
suddenly in some publication And halt the capacities that th job 
you grin and say, “My God, Did 1 really calls for 
do that” 

September 1s Looking through 

September 15 Had a visit from athe current {merica Vagarine 
young college man whe has been after hours, [T was set to pondering 
aiming at vdivertising, but s now by the Four Roses color page there 
going into the Army. He asked It made me think how far-reaching 
Should | still be thinking of adver the ad man’s influence may some 
tising, if and when TF come back? times be on the manners and cus 
Will there be any advertising thet toms of his time For | venture the 
or any opportunity in it? Told him belief that this advertisement will 
| thought this world now nh pros not only sell the product, but that 
ess of being made over—in its geo its illustration by Falter will alse 
raphy its political and = social or (1) promote drinking like a gentle 
ganizations, its economies, and its man; ¢€2) do something to make ur 
technology That the technological banity in men a model; (3) have an 


revolution. alone the new materials effect on stvles in men’s dress: and 


and productive processes would (4) incidentally, influence illustra 
mean a complete change in our Lis tive technique So thinking fin 
ing habits, as rapidly as man’s mind ished my Old Fashioned, and caught 
could bye brought abreast ot thi my train 
revolution And that was a job 
advertising would have to de Thre Septen hes 9 There ‘ ar old 
greatest most exciting obooim it 
well and well-house in our farn 

history vard, and the old oaken bucket still 

September 16. Talked with a West- D2#n8s there Nowadays we pump 
eth newspaper nat behen wha Water from it and earry it) under 
dropped in to make a courtesy call pre ure to the house When the 
l am alway amazed anew at how pump Boe Wrongs and oT have to 
‘mn many of theae me amen (hits imry water and heat it for a shave 
ia froin advertisine eavectatiy tw I ain't fit to live with But when I 
‘iakal etvectinivn Apparent they come rhoOoftreorny othe orchard ifter a 
oe hont os busy t al ie ‘ mornin work t drink till taste 
se ak eae never bate time. t weeter When hauled up by hand 
learn much about thi bread and 
butter side of their busine Conve Septembe 0 Seeing here refer 
of them-—-and a vers Piprortant cone enee to my visit to agricultural ex 
tow onee almost bragred to me that periment station the ecretarys oft 
while his paper had old omiillior the Journal of tawricultural Eugi 
of dollar worth of prac he hadn't ering Was good enough to send me 
the faintest idea how advertising an article on the drying of fodder 
paid anybody erop Today | got around to read 

ing it, and couldn't wait till To get 

Septembe 17 \ letter today fron mv farmer to do the une I have 
an old friend who left the adverti been telling him for a long time 
inge | letsine sone year age and that there ought to be ome Way to 
went into education work Now he dry alfalfa and put it right into the 
Wishes he hadn't It reminded me bale, without taking the risk from 
ol that « “ay by the witts Ir rain during cutting Tout bre theowgehit 
Browther On Mvery Man Deectre that wa just another of my fool 
to Be Somebody lels« If ou Want motion The till think 


RESEARCH 


FOR A BETTER SIGN — 
DEVELOPED GALV-WELD 


Pat. No. 2,224,953 
Other Patents Pending 


Now Helping 
To Build 
Better Ships 


OFFICIAL U. S. NAVY PHOTOGRAPH 


In our research for a better method of sign building our engi- 
neers developed Galv-Weld. a method of welding galvanized 
shapes and sheets and re-galvanizing the welds, so as to leave 
them rust-proof, 
THESE ALLOYS AND PROCESSES HAVE WITH- 
STOOD ALL TESTS AND HAVE BEEN APPROVED 
FOR USK AND ARE BEING USED IN SHIPBLILD- 
ING. 
To further the nation’s fight for liberty, our subsidiary, Galv- 
Weld, Ine., has granted the government a free license for the 
duration, so that Galv-Weld alloys and processes can be used 
by all our armed forees to make welded joints rust-proof, Re- 
search continues at Artkraft"® along with our manufacture of 
war materials so that after America has won the peace you 
may buy a better sign. 


— * Half the metal in every ship, every 
LONG tank every gun is SCRAP! Our 

fighting men need YOUR serap 
LIFE NOW t 


—by ARTKRAFT* SIGN COMPANY 


Vv 
Ld GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 
“TRADEMARKS REG. U. S. PAT. OFF 
Return this Coupon with Your Letterhead 
Artkraft Sign Co., 
900 E. Kibby St., 
Lima, Ohio 
Please send 


Weld process 


without obligation, brochure giving complete information on Galv- 


Name 
Company 
Street 


City 
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September 28, 194? 


All-Faith Appeal 


To the Editor: I believe you will 
be interested in the enclosed tear 
sheet from today’s New York Times, 
showing a_ special advertisement 
for war bonds, which will appear in 
tomorrow's Herald Tribune as well. 

This copy, prepared by our copy 
department and sponsored in these 
newspapers by Francis H. Leggett 
& Co., (Premier food products) is 
universal in its application, although 
directed to a particular group. We 
feel that its appeal will be appreci- 
ated by all Americans, of all faiths. 

We believe that a message of this 
kind direct contribution not 
only to the war effort, but also to 
the cause of better understanding 
among all Americans and the break- 
ing down of the barrier of dis- 
crimination which impedes the 
progress of business. 

JOSEPH JACOBS, 

Jewish Market Organization, 

New York. 


is a 


v v v 
Patriotic ‘Money-Wasting’ 
Copy Is Condemned 

To the Editor: In my opinion, it 
is about time that a halt be called 
on some of the disgraceful, money- 
wasting advertising that is being 
placed in general media under the 
guise of patriotism. 

Unless something is done at once 
by the Four A’s or some other or- 
ganization set up for the purpose, 
printed advertising is going to have 
one of the worst cases of hang- 
over it has ever experienced since 
advertising has been in use. Every 
day we that are only a little experi- 
enced in the art of copywriting see 
the most childish and flagrant use 
of paid space to promote a just 
cause. There is need today for 
plenty of intelligent public relations 
and goodwill advertising by those 
companies that are directly and in- 
directly engaged in war materials 
production. There are many prob- 
lems wherein the public should be 
taken behind the scenes. I am sorry 
to say that there are too many cases 
where the purpose of the advertise- 
ment is entirely overlooked. 

Apropos of this, I was nauseated 
this morning when I saw an ad in 
House & Garden sponsored by 
Vultee Aircraft, Inc. It would take 
the wildest imagination to justify 
this advertising expenditure. 

The advertising fraternity re- 
sponsible for some of the present- 
day outrages will have no one to 
blame but themselves if Reader's 
Digest or some other form of cru- 
sader points its finger at existing 
conditions. 

If some of those that have been 
spending their tireless energies de- 
bating with consumer leagues, uni- 
versities, PTA’s and other forums 
of indignant people regarding the 
righteousness of good advertising 
will give this abuse their immedi- 
ate consideration, there will be a lot 
of explaining unnecessary in years 
to come. 

Haroup H. ROSENBERG, 
President, Industrial Publica- 
tions, Inc., Chicago. 

v v v 


Mourns Passing of 
Gundlach from Ad Scene 


To the Editor: I was terribly 
sorry to learn of the passing of our 
good friend, Ernest Gundlach, and 
particularly interested to know that 
he “died with his on” in 
Washington, for it was there in the 
Four-Minute Men Division of the 
Committee on Public Information 
im the First World War that I fully 
appreciated the writing genius and 
unequalled tenacity of the man 

As editor of the Speakers Bulle- 


boots 


tin, he worked night and day at a 
dollar a year until the end of the 
Wal jut Gundlach was undoubt- 
edly best known for his early pio- 
neering in mail order advertising 
He was the first man to use the 
slogan “Free Send No Money,” 
and while this is a ‘bit outmoded 


now, it was tremendously resultful 
in mail order advertising vears ago. 

Gundlach hac vivid imagination, 
tremendous energy and a great love 


This department is a reader’s forum. 


AGAINST EVIL 


THE CALL OF THE SHOFAR... 


Regardless of race, color or creed, all 

Americans are summoned to the com- 

mon defense against the wartime forces 

of evil in this unusual war bond adver- 

tisement sponsored by Francis H. Leg- 
gett & Co. 


of people. He _ befriended many 
without publicity and could always 
be counted upon to take his part in 
activities concerning the advertising 
profession. 

We have lost a great advertising 
and merchandising pioneer, as well 
true friend, in the passing of 
Ernest Gundlach, and we will miss 
him much 


as a 


Keitu J. 
Manager, Sales 
vision, Inland 
Chicago. 


EVANS, 
Promotion Di- 
Steel Company, 


v v v 
Sales and Service 


for the Scrap Drive 

To the Editor: I have just read 
the story on Page 42 of your Sept. 
14 issue regarding scrap drives. It 
is to be hoped that the War Pro- 


duction Board boys in charge of 
salvage read it, too, particularly 
these two sentences: “Scrap com- 
mittees lacked personnel, trucking 


facilities, office headquarters and 
telephones. They lacked full under- 
standing of the urgency of their 
task, and in many cases lacked in- 
struction.” Right there you have 
the crux of the whole reason why 
the scrap drives have not succeeded. 

I read through the War Produc- 
tion Board salvage _ instruction 
packet. In many respects it is ex- 
cellent, but it falls down at the last 
cog, where it tries to tell or rather 


fails to tell the local organization 
what is necessary to put over a 
scrap drive and what things to 
avoid, 

The situation could be easily 


remedied by using a few cause stud- 
ies of both successful and _ failing 
drives. Such case studies would give 
salvage committee chairmen a 
chance to determine what they 
should look for and what they should 
avoid. I recommend the two drives 
conducted by the Peoria Advertising 
and Selling Club as models of or- 
ganization. 

Advertising is bound to get a 
black eye from the results to date, 
but the fault lies largely in too gen- 
eral instruction and general 
copy. You can't sell goods very suc- 
cessfully, nor can you sell scrap sal- 
vage successfully, without a well or- 
ganized sales and service set-up. By 
set-up I mean workers, not big 
shots who think a flock of full-page 
ads will do the trick 

Georce C. McNutt, 
Advertising Manager, R. G. Le- 
Tourneau, Inc., Peoria, Il. 

v v v 


Circulation Boost 
for the ‘Flint Journal’ 


To the Editor: I believe you will 
be interested in the attached photo- 
graph of a rather unusual advertise- 
ment which will in effect boost the 
circulation of at least one issue of 
the Flint Journal by about 12,- 
000,000 

It was 
for the 


too 


prepared by 
Buick Division 


this agency 
of General 


Voice of the Advertiser 


Letters are welcome. 


Motors Corporation and will appear 
beginning Sept. 28 in four - color 
bleed spreads in general magazines. 

You will observe that the adver- 
tisement makes interesting use of 
the newspaper’s Page 1 story, 
porting Buick’s steel shell case de- 
velopment, both in the copy theme 
and layout. 

Mike Gorman, the able editor of 
the Flint Journal, studying a framed 
copy of the advertisement and re- 
ferring to the new high in Journal 
circulation, gagged: ‘“‘Notwithstand- 
ing the shortage in newsprint.” 

The first advertisements will run 
in Newsweek, Sept. 28, Forbes and 
United States News, Oct. 2, Collier's, 
The Saturday Evening Post and 
Time, Oct. 3, Life, Oct. 5, and the 
October issue of Motor. 

FRANK WEBB, 
Arthur Kudner, Inc., Detroit. 


One Ad Men to Another 


To the Editor: Either the “Ad 
Man” who writes his weekly Diary 
in ADVERTISING AGE is a persuasive 
fellow or, being in the advertising 


re- 


—— 


CIRCULATION 'BONUS' FOR JOURNAL 


| PATRIOTS 
will get a BANG out of this 


Page | of the Flint Journal 
spread in magazines—giving a 12,000,000 additional circulation to the Journal 
story, reporting General Motors’ new steel shell cases. 


Here, Saves 


y Nes Copper - 


<i iat Vor, 


figures prominently in this four-color bleed cente 


business, I am a sucker for enticing 
appeals. I’m inclined to believe it 
is the former; in fact, I know it. 
Anyway, he has won me over, so far 
as his column goes. I won't go 
beyond that. 

I like “September 1.” It’s an entry 
every advertising man should read 


and a must for writers., Many of 
do wrench too much. We str: 
we tug, we heave. I’ve done it, 
has, the others have. Readers m 
resent it, consciously or unc 
sciously. Thanks for the ger 
though memorable admonition. 


I must follow up “September | 
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This is interesting—and promising. 
if he learns more of the experiment 
t sall welcome hearing of it, in or 
gut of his weekly piece. 

By now he must realize I like the 
way he writes. He knows how to 
ma!e words work. As Conrad so 
cog: ntly put it in that beautiful 
pre’ ice to “Nigger of the Narcissus,” 
“M: task, which I am trying to 
achive is, by the power of the writ- 
ten word, to make you hear, to 
make you feel—it is, before all, to 
make you see. That—and no more, 
and it is everything.” (Example 
fron his “Romance”—‘he had left 
his .eart on the coffin as a lesser 
affe.tion would have laid a 
wre: th.’’) 

T ere will never be another Con- 
rad «ny more than there will be an- 
ether Shakespeare. 

Remember Emerson’s evocative 
rhyme? ... 

“That book is good, 

Which puts me in a working mood. 
Unless to thought be added will, 
Apollo is an imbecile.” 

S, does the magnificent Pole 
move me. I can hardly read a page 
without reaching for a pencil. And 
this exasperates me as it inspires 


and the words race and tumble to 
get out. 


I have a home-front column to 
write for the local paper, anony- 
mous, like Ad Man’s, “Keep on the 
Target!” by the Archer. It’s excit- 
ing, this trying to persuade home 
folk to toil and sweat and sacrifice 
in this supreme struggle. 

Advertising writers can come out 
of this war with a full sense of hav- 
ing helped win it—if they will. Why 
not prod them in the Diary? 

WILLIAM E. MCcFEE, 

Manager, Copy and Plans De- 

partment, American Rolling 

Mill Company, Middletown, O. 


v v v 
Any Other Bidders? 

To the Editor: We believe that 
our magazine, The American 
Brewer, is the oldest trade magazine 
in the United States published 
under the same name and same 
ownership. The first issue, which 
was published in German, is dated 
Jan. 1, 1868. 

While we know it is the oldest 
magazine in the brewing industry, 
having been published continuously 
for 75 years, even during Prohibi- 
tion, we should like to find out if 
the former statement is true and 
should appreciate any help from 
you or your readers. 

LESLIE J. SCHMIDT, 

Managing Editor, The American 

Brewer, New York. 


South Dakota 
Bids for Share of 
Post-War Business 


Pierre, S. D., Sept. 23.—Although 
other states may pull in their horns 
during these times, South Dakota 
intends to make the most of its pro- 
motional opportunities now, release 
of a new series of advertisements 
stressing the industrial, agricultural 
and vacation aspects of the state, 
indicates. 

The campaign, under the direction 
of A. H. Pankow, advertising man- 
ager of the State Highway Commis- 
sion, is aimed primarily at pointing 
up the place of South Dakota in the 
post-war market when wartime 
savings will be available for invest- 
ment in new industrial and agricul- 
tural developments. 

While the state’s business in- 
dexes are up, current copy points 
out that the present phase of pros- 
perity is merely the beginning and 
that the real boom will come when 
peace is declared and_ post-war 
production starts “catching up” with 
domestic and foreign needs. 

Careful planning and_ careful 
planting are cited, with a striking 
example of crop insurance being 
the substitution of sorghum for 


corn, with a resultant tremendous 
increase in hog production. In 10 
years, sorghum acreage has jumped 
in South Dakota from 30,000 to 
1,500,000 acres. Industry and war 
construction projects are keeping 
in step with “farm plenty,” copy 
declares. Bentonite manganese, 
tungsten, lithium—all of these 
South Dakota minerals are now 
vital ingredients in America’s war 
formula. 


‘Young America’ Plans 
Nutrition Handbook 


Young America will soon publish 
a nutrition handbook, entitled “How 
to Teach Nutrition,” which will be 
distributed free to 30,000 junior 
high school teachers throughout the 
United States. Harriet Stone, 


supervisor of nutrition for the New- | 


ark public schools, is the author. 
The book is being published as 


a result of an investigation among | 
schools and teachers’ colleges re- | 


vealing a definite need for a prac- 
tical nutrition handbook, particu- 
larly for the junior high school 
level, before the teaching of home 
economics begins. 


Sears to Walsh 


Sears, Ltd., Toronto, distributor of 
printing machinery, has appointed 
Walsh Advertising Company, To- 
ronto, to handle its advertising. 


By day and by night the paper commandos from Champion mills make further raids 


into enemy territory. Pulp for explosives, waterproof papers for wrapping shells and 


munitions, food containers, army map paper, blackout paper... these are but a few of 


the discernible fighters that Champion provides. Champion also aids the war program 


‘ by supplying printing and business papers for Government, and paper substitutes for 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


certain critical materials. Each day of war intensifies the vital need for paper products 


demanded by growing Army, Navy and Air Forces, and the industries that serve them. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . 


. 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


Medical H istory 
to Key New Bayer 
Aspirin Campaign 


New York, Sept. 23.—A new copy 
theme will be introduced in news- 
papers and magazines next month 
by the Bayer Company with a cam- 
paign built around great medical 
discoveries for the control of dis- 
ease and relief of pain. Insertions 
of 1,000 lines will appear monthly 
in The American Weekly, This 


pa.) Great Ww edie 


yhsco" a 


i9b_ Why did milkmaids 
never get smallpox? 


| be relieved ? : 
A Oe r 

| . = 
“a 


Week Magazine and in rotogravure 
and run of paper in cities not cov- 
ered by the two magazines. 

Opening ad in the series will deal 
with Jenner's discovery of smallpox 
vaccination. In each layout the 
Bayer product story will follow the 
historical data. The campaign will 
continue for ten months. Thomp- 
son-Koch Company, Cincinnati, is 
the agency. 

The forthcoming drive will mark 
Bayer’s return to magazines after a 
year’s absence. The company’s major 
expenditure of late has been in net- 
work radio. Two daytime serials, 
“Stella Dallas,” on NBC, “Second 
Husband,” on CBS, and “Amer- 
ican Melody Hour,” also CBS, and 
one evening program continue. 
Blackett-Sample-Hummert handles 
the radio portion of the account. 


Railroad Produces 
New Sound Film 


A new sound motion picture, 
“The Freight Yard,” has been pro- 
duced by New York Central Sys- 
tem The 710-foot, 16 mm. film 
explains the purpose and operation 
of a great railroad yard. It is the 
first of a planned series designed 
to show behind-the-scene phases of 
modern railroading. 

The picture, which was produced 
under the direction of Frederick G. 
Beach, with the company’s motion 
picture bureau, is being made avail- 
able in eight Eastern and Midwest- 
ern states. Distribution will be 
handled from film libraries located 
in New York Central territory. 


Automotive Admen Meet 

Automotive Advertisers Council 
will hold its fall meeting Oct. 19-21 
at the Sherman Hotel, Chicago. 


ara 


Over 1,000,000 organized tenpin bow!l- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLINC is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an effective, 


consistent, advertising campaign in 
BOWLING. 


Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 
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You CANNOT obtain War Damage Corporation Insur 


ance agamst raid damage alter it occurs 


You CAN buy War Damage Insurance as issued by 
the War Damage Corporation a Government created 


agency through your insurance agent or broker 


RATE FOR DWELLINGS AND CONTENTS iy PER $100 PER YEAR 


Apply for this important new type of insurance TODAY 


This poster is part of the kit developed 

by the Business Development Office to 

lead insurance agents in selling the new 
war damage insurance. 


War Damage Policy 
Seen as Important 
Sales Opportunity 


Barndollar Warns Meet 
of Growing Government 
Influence on Opinion 


Chicago, Sept. 23. The impor- 
tance of war damage insurance, both 
as a business builder and as a 
wartime service, was brought home 
forcefully this week to the Na- 


tional Association of Insurance | 


Agents convening at the Palmer 
House here. 

Mirroring the importance of war 
damage insurance, H. C. Conick, 
assistant American manager for the 
Royal-Liverpool groups, told the 
meeting that “the job is far from 
completed. War damage insurance 
placed since July 1 has been bought. 
From now on, it must be largely 
sold, and it is the patriotic duty of 
each of us to see that this is done. 
Then there can be no _ kick-back 
from the public in the event of air 
raids on the ground that people 
lacked knowledge of such protec- 
tion.” 

Charles E. Freeman, superintend- 
ent of the business promotion de- 
partment, Springfield Group of 
Insurance Companies, Springfield, 
Mass., and president of the Insur- 
ance Advertising Conference, de- 
tailed the advertising plans. Work- 
ing in conjunction with the 
Business Development Office, a 
committee of the Insurance Adver- 
tising Conference has prepared a 
poster, drawn up 600, 300 and 100- 
line newspaper advertisements, to 


be signed by individual agents or 


WEND 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD 
with a large section of Metro- 
politan New York's radio audi- 
ence is evidenced by— 

(1) The feature boxes of news- 
paper radio program pages. 
(2) The large number of 
famous advertisers on the 


station continuously year after 
year. 


Ask for ‘‘Who's Who On WEVD" 


sent on requests 


WEVD 


117-119 West 46th St., New York, N.Y. 
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far more than most people realize 
and far more than many would 
care to admit, the basic thought 
and desire of the people. “The dis- 
position of government agencies to 
fish in the business pond has not 
met with much public criticism,” 
he said. “The majority of people 
ar favorably inclined to those fish- 
ins expeditions, or indifferent to 
thon. The point is that our gov- 
err ment has been vocal regarding 
its policies while business has been 
re) tively silent on theirs. Too often 
the public has been unable to get 
the business side of the story, leav- 
ing the impression that business has 
no story to tell.” 

| escribing the insurance business 
as a public service of the “most 


beneficial sort,”” Mr. Barndollar as- 
serted that “there is possibly more 
sales resistance manifested against 
insurance salesmen than will be 
found in any other field. Aggravat- 
ing this is the tendency of the pub- 
lic to think of the insurance busi- 


ness in terms of high rates, big 
commissions and financial hocus- 
pocus that installs fancy salaried 


executives in mahogany offices in 
ornate buildings. In the public 
mind, insurance, banking and the 
stock market are all the same brand 
of funny business. 

“T think as the war goes on and 
regulations become tighter, we shall 
find an increasing public tendency 
toward leaning on the government, 
particularly as regards economics 


and public service. War damage 


insurance is definitely a public 
service and an economic one. Also 
the term ‘war damage’ is imme- 


diately affiliated with ‘govern- 
ment’ to most people because the 
government runs the war. Under 
these circumstances it’s going to be 
difficult for the private insurance 
industry to bring the war damage 
message to the public as forcefully 


as a government agency might 
have done,” he said. “The message 
which you have to bring is of 


immediate interest to every prop- 
erty holder in the country— 
whether they realize it or not. It 
is your job to see that they do 
realize it. For a government 
agency this would be a relatively 


easy job. Government press re- 
leases find their way to favored 
spots in newspapers, magazines 
and news broadcasts. Add to this 
the growing public reliance on the 
government and you have a c1m- 
bination hard to beat. 


“Your Future” at Stake 


“You people also have to over- 
come the old obstacle of sales re- 
sistance,” he warned, “plus new ob- 
jections that in places amount to 
public ridicule ridicule being 
sharpened every day by anti-trust 
actions, investigations and official 


criticism leveled at one business or 


another. The job will be far from 
easy, but you are playing for big- 
ger stakes than immediate sales of 


\UTMAS SPECIAL 
INSH DAKOTA! 


Up, Up, and OVER! Over two 
hundred million dollars in 
cash farm income is this 
year’s prospect for South Da- 
kota. Food-for-Freedom! 
Food for Thought! More than 
80% of this income will be derived from live- 
stock and livestock products, with pigs, sheep, 
beef cattle, dairy cows, turkeys, chickens, the 
star performers in this Victory Exhibit. 

Pigs, for example, did themselves squealing 
proud. The spring crop numbered 2,164,000 
pigs saved — a 31% increase over 1941. So will 
poultry income outdo its record of $17,036,000 
in 1941. A bumper crop of small grains has 
evoked Government action for provision of 
storage facilities. South Dakota is bulging with 
produce. More than 6,000 farms were pur- 
chased in the state during the past year in- 
volving over a million and a half acres — and 


ghum, resulting in increased hog production. 
In ten years sorghum acreage has jumped 
from 30,000 to 1,500,000 acres. The associations 
for crop and livestock improvement in this 
progressive state are persistently initiating 
and encouraging methods of soil and moisture 
conservation, scientific crop rotation, bal- 
anced farming — quality breeding of livestock 
and advanced disease control. 


Industry and war construction projects are 


of war. 


the trend is steadily up... . The United Na- 


tions must be fed, and whole-heartedly this 
state has taken on the challenge. Luck, how- 
ever, has not been the determining factor in 
these prodigious results. There has been care- 
ful planning and careful planting — intelli- 
gent and well-organized method over a period 


of years. 


A most striking example of crop insurance 
has been in supplementing corn with sor- 
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keeping in rhythm with “farm plenty”. Ben- 
tonite, manganese, tungsten, lithium — all of 
these South Dakota minerals have become 
coveted ingredients for America’s instruments 


Proud of its strong Western fiber, and forti- 
fied by intelligent leadership, South Dakota 
stands loyally at attention in safeguarding and 
promoting home interests, national interests, 
and the American Way of Life. 


* * 


Fall with its harvest wealth and radiant col- 
ors, is a beautiful time to visit South Dakota, 
and to contact at first hand its countless busi- 
ness and agricultural opportunities. . . This 
year huntsmen will find pheasants in special 


abundance and a 90-day open season in 25 


their enchanting call. 


Write A. H. PANKOW 


PIERRE, SOUTH DAKOTA | 


counties. Nor do the Black Hills ever cease 


war damage _ insurance. 
playing for your future.” 

Stressing the importance of news 
today, and the taxed capacity of the 
average newspaper to handle it, he 
urged that insurance companies 
recognize news and help newsmen 
in gathering and interpreting it. He 
also reminded the group of recent 
readership studies which showed 
the public to be interested in hu- 
men relations stories and pictures 
despite the pressing war news 
crowding the front page. 


Indicates Advertising Material 


He pointed out the human inter- 
est material at hand in insurance 
company records, saying that the 
companies “have the making of a 
gripping story which can and should 
be told in advertising space where 
you can control it, where you can 
say as much or as little as you will, 
word for word as it comes from 
you, and where it will be read with 
jall the intensive interest devoted to 
‘news’ these days. Current condi- 
tions lend themselves to drama in 
public relations. Commercial com- 
panies are exercising every oppor- 
tunity to thrill America with insti- 
tutional copy. How easy it would 
be for insurance companies, con- 
cerned as they are with the hopes, 
fears and ambitions of human life, 
to stir the imagination of the 
people 

“No one can tell,” he reminded 
the convention, “what sort of 
planned economy will be thought 
necessary after this war, or in what 
place the insurance business will 
find itself in that new order. It is 
certain that the will of the Amer- 
ican public will dictate whatever 
new principles and policies are in- 
troduced. Now is the time to mould 
that all-important public opinion.” 


You're 


‘Morse Adds Vitamins 
and Bakery Accounts 


Morse International, Ine., New 
York, has been named agency for 
Vitamins Plus, a product of the Vick 
Chemical Company, New York, and 
for Lance, Inc., Charlotte, N. C., 
maker of packaged bakery spe- 
cialties 

Morse has been handling the ex- 
port advertising of Vitamins Plus 
for two years and now adds the 
domestic account, with the excep- 
tion of the “Dr. I. Q.” show, which 
will continue being handled by 
Grant Advertising, New York. 
Lance, Ine., will be directed through 
Morse’s Charlotte office 


Opens Chicago Office 
Stations WOV, New York, WPEN, 
Philadelphia, and WORL, Boston, 
have opened a joint sales office in 
Chicago at 360 N. Michigan avenue. 
Dana Baird, formerly a member of 
WORL’s sales staff, has been named 
| manager of the new office. 
| 2 : 
Handles Insurance Drive 
Ardiel Advertising Agency, To- 
ronto, will handle a daily news- 
paper campaign for Continental Life 
Insurance Company, Toronto. Cana- 
dian newspapers will be used in 
cities where branch offices are lo- 
cated 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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Schwarzschild Joins 
Liquor Publications 


Harry Schwarzschild, a_ business 
paper publisher for 30 years, has 
been appointed director of trade re- 
lations for Liquor Publications, New 


York. 
Mr. Schwarzschild established 
Spirits two months before repeal, 


merging it in July of this year with 
the Liquor Publications paper, 
American Wine & Liquor Journal. 


Clamps New Limit 


Orders on Use 
of Fats and Oils 


Washington, D. C., Sept. 22.—The 
War Production Board today placed | 
limitation orders on the use of fats 


and oils in soaps, paints, printing 
inks and foods, to permit building 
of a reserve supply of these vital 


war materials. 

Excluded from today’s action, a 
revision of order M-71, are cocoa 
butter, butter, wool greases, essen- 


tial oils, mineral oil, vitamin-bear- 


ing oils and some others. The 
order will be retroactive to Sept. 1 


to permit the first quarter in which 
the limitation will take effect to be 


the September-November _ period. 
Quotas for each quarter will be | 
established as percentages of the| 
average for the same quarters in 
1940 and 1941. 


Percentage manufacturing quotas 
permitted will be: 

Margarine, 110 per cent; other 
edible finished products, including 
shortening, mayonnaise and salad 
dressing, 90 per cent; soap, exclu- 
sive of made from domestic 
vegetable oil “foots” or fatty acids, 
$0 per cent; soap from “foots” made 
from domestic vegetable oils 


soap 


or 


their fatty acids, 119 per cent; 
paints, varnishes, lacquers and all 
other protective coatings, 80 pel 
cent: linoleum, oilcloth and oil or 
oleo resinous coated fabrics and 
pyroxylin coated fabrics, 70 per 
cent; and printing inks, including 


lithographing, offset, silk screen and 
other processing inks, 90 per cent. 

The order places no restriction on 
the use of fats and oils in a finished 
food product where the oil is not 
the principal ingredient, such as in 
the baking industry, where shorten- 
ing is a necessary but not principal 
ingredient. 

The WPB Bureau of Industrial 
Conservation and the Association of 
American Soap and Glycerine Pro- 
cucers have been conducting a 
nationwide drive to conserve house- 
hold fats for munitions use. 


Smart for Chisholm 

E. W. Smart, Dominion Securities 
Corporation, Toronto, has been ap- 
pointed acting wholesale 


Trade Board at Ottawa, succeeding 
R. F. Chisholm, 


Gets Fabric Account 

Bristol Fabrics, Boston, has ap- 
pointed Hirshon-Garfield, Inc., Bos- 
ton, to direct advertising for Lus- 
treflex, a stretchable fabric. 


admin- | 
istrator for the Wartime Prices and | },, 


AUGUST SALES OF CHAIN STORES 


August 

1942 

Food Chains 
‘Jewel $ 


‘Kroger Gro « 


,GS0,018 $ # 


1941 


-Ist 8 Mos.—-—~, % G 
1941 or Le 


* Gain a 


1942 


060,508 30.0 $ 31,736,336 $ 22,701,640 


Bak. Co 28,656,681 22,866,871 25.0 225,474,463 178,284,197 
National Tea 6,744,762 5,314,030 + 26.9 55,442,760 41,211,866 
Safeway 46,561,127 37,685,276 + 23.6 68,195,093 87,800,502 9 

Group Total $ 85,942,588 $ 68,926,685 24.7 $ 680,848,652 $ »,998,20 

Mail Order 
tSears, Roebuck $ 64,706,486 $ 87,715,593 °6.2 $ 477,790,493 $ 

SI gel 2,169,572 4,148,132 47.7 24,941,893 2 
Montgomery Ward $8,740,667 57,803,245 —15.7 $1,928,375 +) 

Group Total $11 $149, 666,970 22.8 $ 844,660,761 $ 90 19,294 

Drug Chains 
Walgreen 8,541,959 $ 7,251,858 17.8 $ 62,658,227 $ 54,250,340 

Variety and Miscellaneous 
Bond Stores .$ 1649, 298 § 2,554,292 1 $ 28,921 2 $ $4,611,144 
Butler Bros 11,601,944 11,456,58 2 75,521,857 63,067,862 
b. Colonial Stores, 

I 7.829.837 5.364,190 15.9 50,291,085 16,.129,48 
Edison Bros i 61 2 561,866 0 28,299,408 20,738,889 
i vmod Fair 2 

Stor Ine OTS94 582.060 19.2 9 22,734,044 
Gi W | 11,441,938 10,069.50 13.4 &¢ 70,609, 38 
G H. | 1,.9233,04 1,290,458 15.0 1,597,77 27,035,171 
I rstate Dey 

Store Ine OST, 39 644,34 16.8 19,230,190 
Kresge, 8. S 15,842,929 14,283,238 10.9 116,056,604 
Kress, 8. H 1,607,279 021,512 19.8 67,637,868 

Lernet 4.572.188 ’ 10 + 16.2 636,707 
MeCrory 116,646 4,320,3% + 16.1 5,821,807 
McLellan Stores 2,719,501 71,421 + 19.7 16,015,636 
Melville Shoe Corp 3.846,335 $93,181 + 10.1 $2,600,711 
Murphy, . C 6,156,258 §1,440 + 14.4 $4,570,656 
Neisner Bros 677,379 2,163,464 + 23.8 14,628,649 
Newberry J J ' 0,19 62,964 + 18.8 $3,458,088 
Penney, J. € 10 2,91¢ $2,403,266 + 25.1 -i 740,641 
Rose 8 10 & 

Stores 824,515 649,161 + 27.0 5,158,343 4,159,184 
Schiff Co 1,390,983 1,185,066 17.: 11,892,450 9,877,990 
Sterchi Bros l ‘ 292 715,64 40.4 3,526,579 5,037,628 

Group Total $147,050 >» $125,711,058 + 17.0 $1,053,481,777 $ 853,388,336 

Combined Total. .$357,131,547 $351,556,571 $1.6 $2,641,649,417 $2,340,856,175 

Four weeks and 32 weeks a. Four weeks and 36 weeks, 
tSeven month period b. Five weeks and 35 weeks 


Whol the 


an Oakland war plant would hardly break production records 


And without the middle-income* families, 
your coverage of Oakland, California, is not 
likely to help break sales volume records. 
There are 99,335 families in Oakland — 
55.727 of these are middle-income families. 


And 5 out of every 7 middle-income 


Yddle 


families in Oakland read THE FAMILY CIRCLE 


magazine weekly (Starch Consumer Report). 


They have money to spend—are quite will- 


ing to spend it. If you want to reach them in 


this and many other markets, include THE 


FAMILY CIRCLE, 


*$1000 to $3000 


Restaurant Sales Show 
Steady Volume Rise 
| Restaurant sales trends for Aug- 
ust continued their steady pace wit! 
a dollar volume increase of 19 px 
cent over the same month of last 
year, according to National Restau- 
rant Association. A total of 24 
typical restaurants in various 
parts of the country submitte 
figures for the study, which wi: 
compiled by Horwath and Horwath, 
restaurant accounting organizatio: 
This is the 40th consecutive 
month that the field has recorded 
|}sales gains, and the August figure 
jof 19 per cent approximates the 
average reached in recent month 
Although the industry as a whole 
reports gains, the smaller restau- 
rent, unless located in a metropoli- 
'tan city or a defense area, is falling 
far behind the general average. As 
usual, the largest increases were 
|reported from the East South Cen- 
tral and West South Central areas. 
The former district was up 36 pe! 


cent; the latter, 35 per cent. New 
England states trailed all other 
areas with a gain of only 11 per 
cent. 


Named Associate A. M. 


John S. Allen has been named as- 
sociate advertising manager of Jell- 
O products and Minute tapioca by 
the General Foods Sales Company, 
New York. Mr. Allen, formerly as- 
sistant to Charles G. Mortimer, vice- 
president, replaces James D. North, 
now a lieutenant in the Army. 


““h & 10” 
Trade Paper 


Pioneers with 
Training Films for Salesgir's 


dramat 
int 


The editorial staff of the SYNDICA ! 
STORE MERCHANDISER created s 
series of 
sively for 
16,000 


sales training films 

“5 & 10" stores, to help 
readers solve a_ difficult r 
time personnel training pro 
These films likewise aid advertise! 

“5S & 10° products by assuring | 
point-of-sale selling over “5 & 
counters, 


Here is another pioneering edit 
iwhievement welcomed by leading 
dicate stores and their executive ! 


quarters, 
SYNDICATE STORE . 
CEE) wercanoiser SLY 


79 Madison Avenue, New York, ©. Y: 
j — 
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Admen in the | 
Armed Forces 


Samuel Glueck, president of Key 
Acvertising Company, Cincinnati, 
he; been commissioned a first lieu- 
te ant in the Army signal corps. He 
wil be stationed at Ft. Monmouth, 
N. J., and the agency will continue 
op-rations. 

William F. Butler, a member of 
the advertising staff of the Roches- 
ter Times Union, has been commis- 
sioned a captain in the Army ord- 
nance department. Capt. Butler 
served in the first World War and 
on the Mexican border. 

Hulbert Taft, Jr.. general man- 
ager of WKRC, Cincinnati, has been 
commissioned a first lieutenant in 
the Army air forces and assigned to 
the training school at Miami, Fla. 
Lt. Taft will be succeeded by Ken 
Church, director of national sales 
and promotion for the station since 
September, 1941. 

The widow of Pvt. Edwin T. Bot- 
telson has been informed of a post- 
humous award to her husband of 
the Order of the Purple Heart. Pvt. 
Bottelson, formerly with Russel M. 
Seeds Company, Chicago, was a 
gunner on a bomber lost during bad 
weather in the Alaska area. 

Sgt. E. N. Axtell, formerly assist- 
ant to the president of the Seeds 
agency, has been transferred to Ft. 
Benning, Ga., as a candidate for 
officers’ training. 

The following 
Christian Science 
tising staff are now in the armed 
forces: Richard Humphrey, for- 
merly with the New York staff, now 
a private in the infantry in northern 
Ireland; William N. Smither, for- 
merly in the Kansas City office, now 
taking radio training at Ft. Knox, 
Ky.: Frederick Chambers and Peter | 
L. Gould, formerly with the London 
advertising staff, with the British} 
armed forces. 

Pvt. Robert S. Mauer, formerly in| 
the radio department of Henry J. | 

‘aufman Advertising, Washington, 
Db. C., is now producing regional and | 
national network shows for the} 
Army, originating from Louisville, 
Ky. But Pvt. Mauer will not be a| 
producer very much longer, since 
he has passed an examination to 
become an aviation cadet. 

Daniel C. Kaufherr, vice-presi- | 
dent of Irwin Vladimir & Co., New 
York, has been granted a leave of 
absence to join the Army. 

A. J. Welch has been granted a 
leave of absence from J. M. Hicker- 
son, Inc., New York, where he has | 
been a vice-president, to accept a 
commission as captain in the Army 


men from the 


Monitor's adver- 


alr torces. 
Flying Officer Mace Mair, for- 
merly with Reliance Engravers, 


unaini 


‘about our catalog. = 


FMANN FABRY 


WABASH AVE., CHICAGO 


Ltd., Toronto, and previously ad- 
vertising and sales promotion man- 
ager of Gypsum, Lime and Alabas- 
tine, Canada, Ltd., is now overseas 
with the RCAF. He is stationed at 


Manning Depot in Bournemouth, 
England. 

Harry C. Thoma, former assist- 
ant secretary of the Wisconsin 
Alumni Association and lately asso- 
‘iated with Arthur Towell, Inc., 
Madison, Wis., has been commis- 


sioned a first lieutenant in the coast 
artillery. 

Victor E. Cerney, member of 
Blackett-Sample-Hummert’s service 
and production department, Chi- 
cago, is now with the Army Radio 
Signal Corps, stationed at Camp 
Murphy, Fla. 


Lieut. Cyril Morand, USNR, for- 


merly in charge of publicity at 
Geare - Marston Company, Phila- 
delphia, has been promoted to the 
rank of lieutenant - commander and 
is currently stationed at Atlantic 
City, N. J. 

Robert Patt, sales promotion man- 
ager of WHN, New York, reports 
for training Oct. 5 at the Naval Re- 
serve Midshipmen’s School, Notre 
Dame University, South Bend. He 
is on leave of absence from the 
station. 

Leslie Littleman, formerly art di- 
rector for Baker, Cameron, Coby & 
Penfield, Inc., Hartford, has been 
assigned to the camouflage division 
of the Army at Fort Devens, Mass. 

Bernard J. Ridder, president of 
Ridder-Johns, Inc., publishers’ rep- 
resentative, New York, has been 


granted a leave of absence to ac- 
cept a commission in the Marine 
Corps. 

Harold J. Beeby, sales promotion 
manager and acting § advertising 
manager of Altorfer Bros. Company, 
Peoria, Ill., has been commissioned 
a first lieutenant in the Army air 
forces and ordered to leave Sept. 30 
for officers’ training school at 
Miami Beach, Fla. 


G-E Advances Johnson 


R. E. Johnson has been appointed 
manager of the aviation division, in- 
dustrial department of General 
Electric Company's Pacific district, 
with headquarters in Los Angeles. 
Mr. Johnson has been with the com- 
pany since 1923 and at the Los An- 
geles office since 1928. 


Expands Campaign 

Belgian Information Center has 
expanded its campaign of spot radio 
announcements and news sponsor- 
ship to Detroit, Cleveland, Chicago, 
Cincinnati, Lincoln, Richmond, Fort 
Worth, Dallas and Baltimore. The 
main objective is to build up a mail- 


ing list for its weekly publication, 
“News from Belgium.” Albert 
Frank - Guenther Law, New York, 


is the agency. 


MAILING SERVICE 


Multigraphing -— Filling-in 


Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 


Wistar newspaper, in the 


first seven months of 1942, 


GAINED MORE 


daily general advertising 


THAN ANY OTHER 


PACIFIC COAST 
NEWSPAPER ? 


WAS IT THE LOS ANGELES TIMES? 


WAS IT THE SEATTLE TIMES? 
WAS IT THE SAN FRANCISCO CHRONICLE? 


WAS IT THE OREGON JOURNAL? 
WAS IT THE OREGONIAN? 


Here is the answer—from media records 


FIRST SEVEN MONTHS 


Lines, 1941 Lines, 1942 Lines YY 
The Oregonian. . 661,622 738,570 Gain 76,948 
Seattle Times....807,486 879,911 CGaiw?Q@25 
Oregon Journal.. 771,803 800,310 Gain 28,507 
L. A. Times ._751,850 674,520 Loss 77,330 
S. F. Examiner... 609,070 487,165 Loss 121,905 


Represented Nationally by Paul Block & Associates 


THE OREGO) 


PORTLAND, OREGON 


In Daily Circulation 
| In Sunday Circulation 
1 


In Total Advertising 
In Influence 


~~ 
— 


OREGONIAN 
MARKET 


in General Advertising Gains 
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September 28, 1942 


Quaker Oats’ Sales 
Up, But Shortages 
Increase Costs 


New York, Sept. 23.—In a report 
covering the fiscal year ended June 
30, issued this week by Quaker 
Oats Company, the company showed 
a net income of $4,335,812. Since 
Quaker Oats has changed its fiscal 
year to end June 30 instead of Dec. 
31, direct comparative figures with 
last year are not available, but for 
the year ended Dec. 31, 1941, net 
income was $4,080,444. 

Net sales, published this year for 
the first time, totaled $90,140,230 
for the 12 months ended June 30, 
compared with net sales of $72,982,- 
669 for the year ended Dec. 31, 1941, 
and $58,987,394 for the year ended 


Dec. 31, 1940. A letter to stock- 
holders commented that priorities, 
shortage of material, reports and 


regulations increasing the 
company’s and complicating 
operations, but that the firm was 
adjusting itself to war. 

For the six months ended June 30, 
net profit was $1,635,230, compared 
with $1,379,861 during the first half 
of 1941. 


REPORT POINTS UP 
PRINTING MARKET 

Cleveland, O., Sept. 23.—Practic- 
ing what one preaches is a good rule 
anytime, but Harris-Seybold-Potter 
Company, maker of offset litho- 
graphing and printing presses and 
bookbinding machinery, pointed up 
its annual report this week in 
sparkling fashion. The company 
feels that the “annual report” class 
of printing is one which can _ be 
greatly expanded, and consequently 
its report for the year ended June 
30 is unique in its brilliant color and 
gravure work. 

For example, besides reporting 
that net profits, after allotting $106,- 
000 to the reserve for contingencies, 
were $416,939 as compared with 
$402,683 in the preceding year, the 
report shows pictures of standard 
products made in peacetime, and re- 
cOunts “except for longer range pro- 
motion work and the maintainance 
of essential customer contacts, the 
normal activities of the sales de- 
partment have been converted to 
contract negotiations and other war 
work.” 


were 
costs 


Unusual Inclusions 


Besides the customary tables and 
columns of figures, many of the 
brilliant posters produced so far in 
the war are reproduced in full color. 
In line with many other employers 
who realize full well in this year of 
lebor scarcity what a _ long-time 
service record means, the company 


* NOW WITH 


* §T. LOUIS 
* 
* 


publishes a spread containing the 
names of its employes who have 
served 10 years and over in its di- 
visions. 

Another page reproduces a photo- 
montage of the individual photo- 
graphs of some of the 67 men from 
the company now in the services. 
Another page shows the company’s 
production and efficiency committee, 
discusses labor-management rela- 
tions, and illustrates the employe 
wage increases in comparison with 
Department of Labor cost of living 
statistics—a neat way of showing 
that H-S-P’s wages have consist- 
ently kept ahead of the rising price 
index. 

Louis R. Beck, sales promotion 
manager, told ADVERTISING AGE that 
“we are demonstrating through our 


own annual report that here is a 
class of printing that can be greatly 
expanded; also, that under wartime 
conditions, the explanatory type of 
report meets a very definite war- 
time need, as it contributes to the 
war effort by providing a frank dis- 
cussion of American business enter- 
prise at war.” 


tribution of a peacetime industry— 


offset lithography — to our war ef- 
fort.” 


Clorox Chemical 

For the year ended June 30, earn- 
ings were $425,197, against net in- 
come of $389,746 during the previ- 
ous year. 


The use of color and illustrations | Gynith & Corona 


makes the report interesting to the| 


reader who is not normally inter- 
ested in financial matters, Mr. Beck 
said, and continued: “We at Harris 
feel that, although we are not now 
building presses for our markets, 
our company is inseparably associ- 
ated with this method of printing. 
Another reason that posters 
selected 
this opportunity to show the con- 


were 
is that we wished to take 


L. C. Smith & Corona Typewriter 
reported profits of $1,327,179 dur- 
ing the year ended June 30, com- 
pared with $1,035,040 a year ago. 


|\C &O Railway 


Chesapeake & Ohio Railway earn- 
ings for the eight months ended 
Aug. 31 were $15,990,559, against 
profits of $22,723,751 for the same 
period of last year. 


Easy Washing Machine 

For the six months ended July 
earnings were $114,408, aga 
$173,360 for the comparable pe) 
last year. 


General Outdoor Advertising 
For the quarter ended June 9. 
net profit amounted to $476.5 
against $582,294 in the same qu. -- 
ter of °41. 
G. Krueger Brewing 
Earnings were $85,314 during ° 
six months ended July 31, co - 
pared with $102,054 for the s: 
period last year. 
Northwest Airlines 


Net income was $430,100 du: 
the year ended June 30, as agai 


--* SEVEN DOMINANT 


* 8,500,000 people live in New England. 


¥K 94.3% or 2,118,072 of New England's 
homes are equipped with one or more 


radios (1940 U. 8. Census of Housing). 


New Englanders have a per family purchas- 


ing power 30.5% above the national aver- x. 
age (Sales Management, April 10, 1942.) = 


get the most listeners at the lowest rates. 


Line charges from New York Studios are 


included in these attractive rates. 


Production facilities in Hartford, Boston and 


New York available at no extra cost. 


A New York Station may be added to this 


network, at station rate without customary 


wire charges. 


=WLBZ 
Class A hour rate for five basic stations is Se k 
$1,340 — all seven stations, $1,500. You = A 
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profits of $327,495 in the previous Lehn &€ Fink with $690,425 for the correspond- NEA Meet Outlined 


year. 


Bulova Watch Co. 

yr the quarter ended June 30, 
or its were $495,032 compared with 
$8: },353 in the same quarter of last 
vec 


Ce otex Corp. 

For the nine months ended July 
31, net income totaled $837,940, 
con pared with earnings of $1,208,- 
704 in the comparable period of ’41. 


Faultless Rubber 

Luring the year ended June 30, 
earnings were $130,367, against 
pro its of $128,411 in the previous 
12 months. 


—a 


Net profit was $648,182 for the 
year ended June 30, compared with 
$770,360 in the previous fiscal year. 


Pennsylvania R. R. 


Net income was $33,796,176 dur- 
ing the seven months ended July 
31, compared with $26,365,763 dur- 
ing the comparable period last year. 


Universal Pictures 

For the 39 weeks ended Aug. 1, 
net income was $1,752,346, com- 
pared with $2,000,864 in the same 
period of °41. 


Champion Paper & Fibre 
Net income for the quarter 
Aug. 16 was $486,478, 


ended 
compared 


ing period last year. 


Tucker to WPB 

Joseph Tucker, formerly vice- 
president and general sales manager 
of Oliver Farm Equipment Com- 
pany, Chicago, has been appointed 
director of a new Canadian di- 
vision of the WPB, in Ottawa, to 
handle United States priorities prob- 
lems for Canada. 


Wylie to Ayer 

Max Wylie, formerly head of 
Blackett-Sample-Hummert’s radio 
department, Chicago, and previ- 
ously script director for Columbia 
Broadcasting System, has joined the 
radio department of N. W. Ayer & 
Son, New York. 


The advisory council of the Na- 
tional Editorial Association will 
meet at the Morrison Hotel, Chi- 
cago, Oct. 10-12. Speakers listed on 
the tentative program are Dr, Miller 
McClintock, executive director of 
the Advertising Council: G. R. 
Schaeffer, member of the executive 
board of Marshall Field & Co.: Prof. 
Charles L. Allen, Medill school of 
journalism, Northwestern Univer- 
sity; Elmer Davis, OWI director: and 
Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune. 


Two to Staley 

Staley Advertising Agency, 
Wayne, Ind., has been 
direct advertising for 
3ody Company, Fort 
Estey Piano Company 


Fort 
appointed to 
Branstraton 
Wayne, and 
, Bluffton, Ind. 


STATIONS JOIN HANDS 


FINEST COVERAGE OF THE NEW ENGLAND MARKET 


PRovpENGe 
oe ™ % 


WFEA 
MANCHEsae 
(SUPPLEMEN TAG) 


DVERTISERS using the New England Regional Network 
/ \ can, at no extra cost, produce their programs in well- 


equipped New York studios where the world’s finest talent 
and up-to-the-minute production facilities are readily avail- 
able. This use of New York studios is included in the network 
rates. This brand new service is our answer to a long-felt need 


—and we bring it to you with no monetary penalty whatsoever. 


land marketing 


EXPLANATION 


TORONTO RANSPORTATION COMMISSION 


Difficulties of the Toronto Transportation 

Commission in providing adequate facili- 

ties during a national emergency are 

explained in this full-page copy, recently 

placed in Toronto dailies. J. J. Gibbons, 
Ltd., is the agency. 


Ric Perfume Stick, 
Sans Metal Case, 
to Re-enter Field 


Philadelphia, Sept. 23.—Its novel 
“solid” perfume forced off the mar- 
ket by government restrictions on 
metal cases right after its intro- 
duction a year ago, Ric Products 
prepared to re-enter the field last 
week with a newly-designed pack- 


age of natural wood. Copy featur- 
ing the perfume stick “that has no 
alcohol to evaporate—no glass to 


will 
magazines. 
Ric tested the new 
Vogue last year but the 
ing campaign will be its 
consumer effort 
removed from the 
inserted in a 
bottom, it 
eject the 


break” appear this fall in 16 
product in 
forthcom- 
first major 
When the top is 
wooden case and 
eylindric slot at the 
serves as a pusher to 
perfume stick, in the same 


manner as a lipstick protrudes from 
its case. It sells at one dollar per 
stick in a choice of 12 fragrances. 


a New Form 
itional new per- 


Headed, “Perfume in 
the most sensi 


fume item in over 2,000 years,” the 
ads will appear in Hollywood, Life, 
Love & Romance, Mademoiselle, 
Modern Romances, Modern Screen, 
Motion Picture, Movie Story, Photo- 
play, Radio & Television Mirror, 


Screen Romances, 
True 
and Vogue. Harry 
Advertising Agency di- 
account. 


Romantic Story, 
True Confessions, 
True Romances 
Feigenbaum 
rects the 


Opens Boston Office 

Weed & Co., radio station repre- 
sentative, has opened a branch office 
in the Statler building, Boston. 
Charles D. Kean has resigned as 
associate professor of advertising 
at Boston University 
to become manager of the new of- 
fice, 


COLLINS 

MILLER & 

HUTCHINGS 
ING. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


9854 


Experiences, 
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& Gilman, 


Establish Agency 


The advertising agency of Lewis 
Inc., has been formed in 
Philadelphia by Wesley A. Gilman, 
formerly vice-president in charge of 
sales in the Philadelphia office of 
N. W. Ayer & Son, and Paul L. 
Lewis, also vice-president of Ayer 
and manager of the Philadelphia 
copy department. 


Director Joins KQW 

Anne Director, formerly with Er- 
win, Wasey & Co., San Francisco, 
has been appointed sales promotion 
manager of KQW, CBS affiliate in 
the San Francisco Bay area. She 
succeeds C. W. Reed, who has re- 


signed to join Batten, Barton, Dur- 

stine & Osborn. 

BOOKLETS LOOK 
BETTER 

CATALOGS. F 

FOLDERS cost 
LESS 


SALES HELPS 


WEE 


IMPROVED OFFSET 


e 
Laurel LITHOGRAPHY 
COMPLETE COPY & ART DEPARTMENTS 
eae LAUREL PROCESS COMPANY 
— 480 CANAL STREET, NEW YORK 
WALKER 5-3030 


| workers 


| assistant 


Population Shift 


Trends Analyzed 
by Census Expert 


New Families and 
Labor Migration, 
Stressed by Hauser 


23.—Alterations 
in the nation’s 
migrations of 
from one area to another 
were cited here today as develop- 
ments possessing major marketing 
implications, by Philip M. Hauser, 
director, Bureau of the 


New York, Sept. 
wrought by the war 
family pattern and 


Census. 

Addressing the New York Chap- 
ter, American Marketing Associa- 
tion, Dr. Hauser 
advent of the defense program wit- 
ressed an acceleration of the mar- 
riage and birth rates, jumping ahead 
swiftly from some of the lows re- 


|corded during the depression dec- 
| ade, 


and representing sharp ad- 
vances over the figures developed 
by the 1940 census. The marriage 
rate declined sharply in the early 


| record. 


revealed that the| 


30s, rising 
high of 11.2 per thousand population 
in 1937. In 1940 the marriage rate 
was 11.9, and in 1941, 12.6, the high- 
est ever recorded in U. S. history. 
That the latter peak was due 
chiefly to the Selective Service Act 
was seen in a comparison of the 9.6 


marriage rate figure in May, 1940, | 


with 14.1 in June, 1940, the month 
in which the act was introduced in 
Congress. The rate dropped to 12.0 
in July, 1940, but in September, 
when the act was passed, the figure 
zoomed to 14.7. 


More Babies, Too 


An _ interesting 
trend was noted in the birth 
Fertility peaks were 
April and June, 1941, ex- 
actly nine months after the two 
marriage high points mentioned 
above. The birth rate as a whole 
has accelerated since 1940, as com- 
pared to the preceding decade. After 
nitting a low of 18.1 per thousand 
persons in 1933, the rate increased 
to 19.1 in 1938, reflecting the eco- 
nomic recovery of 1937. Thereafter 
it dipped to 18.7 in 1939, but moved 
ahead to 19.3 in 1940 and 20.4 in 
1941. The nation’s death rate has 
not changed materially, with the re- 
sult that between April 1, 1940, the 
date of the last census, and July 1, 
1941, the U. S. population grew 


this 
rate 
at- 


corollary to 


tained in 


slowly thereafter to a 


7, 
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Portland women live, play and work ina topsy 
They often have 
night, dinner in the morning. But they I 
than ever, play harder than ever; work ove 


War-time economy. 


‘Thousands of Portland women are acti 
dustries of this area. But whether they 
clock or keep the home fires burning 
dic r of the production line, they 
-¢ of the soaring payrolls of 


big’ 
In OHNE VCa 


tripled in volumes 
the balance of Oregon bm 
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PORTLAND e OREGON 


AAll this and 


Overtime too! 


urvy 
ast at 
better 
ime, too! 


brea 


- In War in- 
unch a time 
ora tin-hatted 
et and spend a 
e Portland Area. 


dustrial payrolls in this area have almost 


we period payrolls in 
have mcreased only 20% 


from 131,669,000 persons to an esti- 
mated 133,039,000—a gain of 1,095,- 
583 for the 15-month period. This 
represents an annual increase of .83 
per cent, compared with an increase 
of .70 per cent for the 1930-1940 
decade. 


Sees Wartime Decline 


In emphasizing the fact that the 
advent of new family units oc- 
curred chiefly in the period immedi- 
ately preceding Pearl Harbor, Dr. 
Hauser warned that the logical war- 
time expectation is a sharp decline 
in both marriage and birth rates. 

Turning to population shifts 
caused by the growth of war indus- 
tries, Dr. Hauser divided the migra- 
tion of workers into two categories: 
first, a temporary movement of con- 
struction labor to new plant and 
camp sites; and second, a movement 
relatively of longer duration of 
workers to war production centers. 
A 5l-city survey covering the period 


from May to December, 1941, dis- 
closed that the rate of migration 
(based on 1940 census figures) 


varied from one per cent in Phila- 
delphia to 26 per cent in San Diego 
Half of the 51 areas had a migra- 
tion rate of five per cent or less, 
while 10 cities had a rate of 10 per 
cent or more. In three cities, the 
influx of workers exceeded 50,000— 
San Diego received 60,000; Los An- 
geles, 103,000; and Washington, 
D. C., 52,000. 


Plants in Outskirts 


result of the demand for 
areas which have reflected 
the chief population spurts include 
the Pacific Coast, Great Lakes, 
Northeast and South Atlantic states, 
Dr. Hauser said. He also observed 
that, in keeping with the prewar 
trend toward suburbanization of in- 
dustry, many new plants have been 
located in outlying areas of metro- 
politan districts, rather than in large 
central cities. 

This decentralization, he sug- 
gested, may well prove to be a mar- 
keting development with permanent 
significance. 

The net movement of workers 
from farms to cities increased from 
approximately 500,000 in 1940 to 
1,000,000 in 1941, Dr. Hauser re- 
ported, with indications pointing to 


As a 
labor, 


/a considerable migration from states 


in the area ranging from Montana 
on the north to New Mexico on the 
south, and Nevada in the west to 
Missouri in the east, in the direction 
of the middle and far-west indus- 
trial centers. 

Dr. Hauser disclosed that figures 
gathered during the course of the 
sugar ration registration last May, 
representing the most recent avail- 
able data on the makeup of the na- 
tion’s population, will soon be re- 
leased. The material has _ been 
turned over to the Census Bureau 
by the Office of Price Administra- 
tion and the reports are now being 
collated. 


| Trimble’ s Baby B Book 
Goes Into Eighth Year 


A new edition of “Making the 
World Safe for Baby” by Beulah 
France, R. N., has been issued by 
Trimble Nurseryland Furniture, 
Rochester, N. Y. The booklet con- 
of 24 pages, against last 
year’s 32, but contains all of the 
regular features, and larger pages. 

Trimble items banned by the 
needs of war production have been 
dropped. The book is mailed to 
mothers and expectant mothers in 
response to requests elicited by ad- 
vertising appearing regularly in na- 
tional publications, and given away 
in stores handling the Trimble line 


Hammermill Wins ‘E’ 


Hammermill Paper Company, 
Erie, Pa., is credited with being the 
nation’s first paper mill to receive 
the Army-Navy “E” award for ex- 
cellence in the production of ma- 
jterials vital to the war. Lowell 
Thomas, radio commentator, served 
as master of ceremonies at the 
presentation Sept. 15, which was 
witnessed by 1,700 Hammermill 
men and women, Army and Navy 
officials and guests. 


Richardson to NBC 
Stanley P. Richardson, 
confidential secretary to Ambassa- 
dor Joseph E. Davies, has been 
named manager of the London office 
of National Broadcasting Company. 


sists as 


former 


a - 


Drops 'M eat’ from 
Ad Copy for Its 
Dog Food Product 


St. Paul, 


Sept. 22.—Heger P) 


ucts Company agreed with the F 
eral Trade Commission this wee 
stop using the word “meat” in 


scribing 


its canine food prod 


Dog Nibs. 
The commission announced 
Heger had also agreed to cease ; 


resenting that 
reduce feeding costs 


OV 


its dog food wi 
50 per 
er other dog foods of similar t 


Heger officials said the commissi 
objection to the word “meat” 


ba 


sed on the fact that dehydr: 


meat scraps, and not fresh meat, 


contained in Dog Nibs. 


Such sc 


are a common ingredient in dry 
foods. 


tising, 


to 


effect a 
food, 


Wording of the company’s ad\ 
they contend, was inten 
convey that Dog Nibs we 
saving Over canned 


not other competitive d): 


foods. 


Calkins & Holden Moves 


Calkins & Holden, Advertis 


Kansas City, has moved its off 


from 101 W. 
W. 


Eleventh street to 
Pershing road. 


ou may have to wait ull she gets 
But you 
can always talk to her through 


home from the plant. . . 


the advertising columns of the 
Journal, Portland’s only afternoo: 
newspaper, the one Portland daily 
with its circulation concentrated 


ur the rich Portland area. 
Portland has always been a good 
market. Right now it 1s grown 
It’s growing fast but it’s growing 
solidly, for here Oregon's va 
natural resources are being dey 


oped into permanent industr 


Sacposto 


ann 7 


buil 
of e 
mati 
utili! 
bour 
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war 
tem} 
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All this means more people and 
more money for Portland 1 Lea 
and in the vears to come. _ 
Fai 
THE PORTLAND AREA , 
—Oregon's Primary Market " 
Here month by month .. . industrial payroll’ 2° - 
greater than in Oregon's remaining 35 cour’ ¢s' he 
oO 
Here where 76% (112,129 fami es) 
of the Daily Journal's circulat:on Me 
is concentrated... THE JOURNAL on 
gives advertisers... The 
a BONUS of 20,450 0 
MORE local famili:s! ~~ 
' 

THe JOURNA 

Portland's Afternoon New pepe = 


PORTLAND, ORE© ON 


Represented by REYNOLDS-FITZGERA 


Los Ange 


San 


Chicago, Philodeiphic, Detroit 
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Post-War 


P:ocedure for 
Post-War Planning 
\ suggested outline for the study 
o! the conversion of war industry 
plants to civilian production was 
presented before a recent meeting 
of the Illinois Industrial Council by | 
A-thur G. Anderson, professor of 
business organization and operation, 
University of Illinois, and included 

the following 12 steps: 

. Prepare map showing geo- 
raphical distribution of war orders 
dollar volume of products. 

Prepare map showing defense 
areas and location of plants. 

Make up a list of firms 
awarded war orders, indicating 
location of plant, number of em- 
ployes, kind of product and amount 
of production by units and value. 

1. Prepare data showing extent 
of government ownership in plants 
and equipment. 


7 7 


». Ascertain plans for future use | 


of those plants owned and operated 
by private companies. 

6. Ascertain the interest of oper- 
ating companies or others in those 
plants built and financed by the 
government, and determine what 
they may be used for. 

7. Secure data pertaining to gov- 
ernment-owned plants with regard 
to physical plant facilities. This will 
include plans and specifications of 
buildings and other structures, lists 
of equipment, maps of sites, infor- 
mation about roads, railroads and 
utility services constructed with site 
boundaries and data as to costs. 

8. Determine value which is to 
be placed upon individual proper- 
ties for sale or use purposes. 

9. Find out what, if any, post- 
war use of each new plant was con- 
templated at the time it was de- 
signed and built. 

10. Determine areas in which it 

desired to stimulate or increase 
industrial development in the inter- 
est of the area. 

11. For areas selected as in (10) 
make engineering-economic analy- 
ses showing possibilities for indus- 
trial development, and recommen- 
dations for a program of action. 

12. Select samples of war indus- 
trial plants located in areas as sug- 
gested in (10), and make an engi- 
neering analysis of each indicating 
the possibilities of conversion for 
particular uses which may appear 
logical, 

ak a a 

Wall Street Journal poses this 
post-war problem: The Rio de 
Janeiro agreement of the Americas 
provides that “production of syn- 
thetics that might displace natural 
products available in the Americas 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 


and Printing—all under 


ONE roof. Phone or write to 


The Faithorn Corporation 
104 Sherman St., Chicago 
Phone WABash 7820 
* t nployees ef The Faithorn Corporation 

» beeribed 100% for Defense Bonds 


FC Ry ICTORY 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW 


Planning 


is to be avoided.” Chemists wonder 
if this means an after-the-war fight 
among “good neighbors” to scrap 
synthetic rubber plants, should a 
natural rubber industry be devel- 
oped in South America. 

Convinced that the building in- 
dustry cannot operate efficiently in 
the public interest after the war 
without more and _ better - trained 
manpower, Johns-Manville has is- 
sued a 24-page brochure analyzing 


the building industry as a field of 
endeavor and to encourage enroll- 
ment in university and_ college 
courses for training in the various 
branches of the building industry. 
Fifteen reasons why the industry 
offers an exceptional career oppor- 
tunity in the post-war world are 
presented in question and answer 
form. A 15-point check chart for 
comparing opportunities in the 
building field with others is in- 
cluded. Not only are a dozen col- 
leges and universities organized to 
offer combined engineering and 
marketing courses in the building 
industry, but there is definite in- 
terest of at least one university im 
practically every state in the union 
and province in Canada, Arthur A. 


Hood, J-M director of dealer rela- 
tions, advises. 


* Bs * 


The need for maintaining adver- 
tising during the war period is 
emphasized by Harold H. Rosen- 
berg, editor-publisher, Building 
Supply News, in an editorial in the 
September issue. He says: 

“After the war, competition is 
likely to spring up from many un- 
expected avenues. You must keep 
the building publics mind of the 
future focussed on you. Never 
before was repetition or advertising 
as necessary as it is today. Momen- 
tarily people are not” thinking 
‘Building.’ They are being informed 
that you can’t get materials, or it 
is unpatriotic, or there is some other 


reason. Facts are distorted. People 
are buying bonds, making contribu- 
tions; some are saving for a rainy 
day, some are hoarding. Anyway 
you put it, your customers’ minds 
are crowded with other things than 
what you want them to be thinking 
about. You are up against the 
fiercest competition of your business 


career. Now as never before you 
must advertise your product. 


You cannot allow that hard-earned 
reputation to go to seed—to stag- 
nate. Remember you won't have 
another full lifetime to rebuild it.” 


Barton Leaves ‘Grocer’ 
Todd Barton has resigned as 

vice-president and general manager 

of Independent Grocer, New York. 


and beat the deadlines on Esquire’s epochal 


Holiday Issues! Drop us a line, or just pick up 


the phone for more specific information including 


closing dates. Beat the printer to the punch on 


the greatest advertising buy of the season! 
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THE MAGBR AZINE FOR MEN 
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CIRCULATION 
BONUS 


* Esquire’s Holiday Issues 


bring you a Circulation bonus 
equivalent {0 one complete 
regular issue of Esquire. . . 


free! 


* A potential audience of 15 


Million readers for your ad. 
vertisement! 
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OPA, Retailers 
Seek fo Eliminate 
Selling ‘Frills’ 


Henderson Intends 
No Curtailment 
of Advertising 


Washington, D. C., Sept. 22.—Ad- 
vertising will not be the 
“frills” to be eliminated in the “re- 
tailer assistance” program the Office 
of Price Administration is formu- 
lating so that retailers may reduce 
deliveries and other services to 
lower their cost of doing business 
under OPA ceilings. 

Price Administrator 


one of 


Leon Hen- 


derson today emphasized, in invit-| 
retailers to) 


ing 35 representative 
meet in Washington Sept. 29 and 30 
to assist in developing the program, 
that reduction of advertising would 
not be proposed by the government. 

“To forestall inquiries that in- 
evitably arise when retail curtail- 
ment plans are discussed,’ Mr. Hen- 
derson remarked, “I may say that 


OPA has no intention of issuing any | 


regulations limiting advertising.” 
Many Fields Represented 


Attending the meeting with OPA’s 
retail trade and services division 
and industry council will be repre- 


sentatives of the Department of 
Commerce, the Office of Defense 
Transportation, and retailers from 


the fields of department stores, bak- 
eries, women’s specialty’ shops, and 
men’s clothing, food, drug, shoe, 
variety and furniture stores. 


JOY BRINGER 


Sound program based on knowledge 
of market intelligent creative 
and painstaking 
ameney become 


sales from small adver 


THE YANKEE WRITING 
74 Water Street 


SERVICE 
Guilford, Conn 


| open at 
|maining open until the night hour, | 
lfor the duration. 


Pointing out that many business- 
attracting services were built up 
during the years preceding 1939 in 
which customers were hard to get, 
Mr. Henderson said, “A war econ- 
omy has no room for business frills 
and furbelows.” 

He specifically mentioned such 
things as same-day delivery service, 
liberal credit terms, goods on ap- 
proval, C. O. D. service on small 
purchases, and pick-up of returns as 
common practices which might be 
curtailed in wartime, when time and 
materials are short. 

Essential Services to Continue 

“Today the picture has changed,”’ 
Mr. Henderson continued. “We are 
at war. Retailers are experiencing 
numerous difficulties and are oper- 


| ating under price ceilings that make | 


control of costs a real, live prob- 
lem. 
“OPA does not intend to relieve 


| retailers from continuing to supply 


essential services if they have done 
so in the past. However, 
many services given by stores which 
are not essential; in fact, not even 
desirable under wartime condi- 
tions. It is these superficial serv- 
ices—holdovers from pre-war days 
—that can and should be eliminated. 
The buying public does not expect 
their continuance; the government 
does not want it.” 


NIGHT STORE HOURS 
DRAW HEAVY CROWD 

Chicago, Sept. 22.—Night shop- 
pers crowded Loop stores here last 
night—the first Monday night 
portunity for Chicago war 
workers to hunt for bargains 
operators pronounced the 
tion a success. 

Stores remained open 
p. m., and transportation 
were augmented to 
crowds. Officials 
heavy. Plans call 
noon 


Op- 
plant 
and 
innova- 


until 9 
facilities 
handle the 
reported buying 
for the stores to 
each Monday, re- 


Women shoppers made it a 
out” at the test nighttime style 
show staged by one State street de- 


|}partment store, Carson, Pirie, Scott 
| & Co. 


". 


For Central Massachusetts is a bee- 
hive of war activity, and the home 
of thousands of skilled craftsmen 
who in peace or war take tremen- 
dous personal pride in their work. 
Naturally such men are better paid 
than most (Worcester’s AVERAGE 
industrial weekly wage for July 
was $43.95) and their families 
comprise an Excellent market for 


whatever you have to sell. 


The Worcester Market, heart of industrial New England, 
is covered by The Telegram-Gazette alone. Population: 
Worcester 193,694. City and Retail Zone 440,770. Telegram- 
Gazette circulation now more than 138,000 daily. There 
is no other Worcester daily paper. 


Th TELEGRAM -GAZETTE 


_ WORCESTER MASSACHUSETTS — 
fy, Georce F. Boorn, Publish 


7 


WORCESTER 


For outstanding achievement in war pro- 
duction, five Worcester industrial plants 
have been awarded the new Army-Navy 
“E” pennant. Two other Worcester factories 
were already flying the Navy “E”. In 
Central Massachusetts, outside of Worcester, 
four other industrial plants have been 
chosen for the Army-Navy “E”. Before 
this advertisement is printed, it is likely 
that other names will be added to the list. 
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PAUL & CK amd ASSOCIATES, NATIONAL REPRESEN 


OWNERS of RADIO STATION WTAG 


eS 


there are | 


sell- | tisers at this time. 


Family Buying Pattern 


—— 


Shown 


by Income Classifications 


oe consumed, by three income levels— 

Continuing Study upper, middle and lower. 
Report Based on Data These levels are not indicative of 
either the current economic status 


from Five Cities or the amount of free spending 


money in the hands of the respec- 
tive families. They are based more 
nearly upon the social-economic 
level existing before the war boom. 
In other words, they represent 
social and living standards rathe1 
than current money available for 
expenditure. Consequently, the fig- 
ures are particularly important to 
the national advertiser in relation 
to the direction which his advertis- 
ing, promotion and selling should 
take, to develop further the use 
habit for his goods. 

The figures here presented by 
True Story Magazine (which has 
taken over the Crossley Continu- 
ing Consumption Index originally 
underwritten by Liberty) are based 
upon three groups. Each of these 
three groups represents roughly one 
third of the families in their respec- 
tive cities. There are, of course, 
variations between cities. The fig- 
ures here given cover a cumulative 
picture of five cities—Louisville, 
Grand Rapids, Pittsburgh, Portland, 
Ore., and Dallas—and _ therefore 
may be considered more broadly 
representative than would be the 
figures for a single city or a pair 
of cities. 


|Editor’s Note: 
of a series of 


This is the sixth 

reports, appearing 
exclusively in ADVERTISING AGE, 
highlighting the findings in the 
Continuing Consumption Index, 
which was launched in Syracuse 
|several months ago and which 
is now also being operated in 
Grand Rapids, Louisville, Pitts- 
burgh, Dallas and Portland, Ore.., 
with additional cities soon to be 
included, 

The Index is an actual measure- 
ment of consumption of food, 
kitchen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither 
an opinion nor recall check nor 
“inventory.” Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the 
selected homes. 

Material thus far presented has 
already shed light on some _ perti- 
nent aspects of brand loyalty, and 
indications are that the expansion 
of the project will furnish hitherto 
unavailable clues to knotty adver- 
tising and merchandising problems. 
Everett R. Smith, research director 
for Macfadden Publications, is coop- 
erating with ADVERTISING AGE in 
offering interpretive comments on 
the more important findings as they 
come to light.} 


Rents the Criterion 
three levels or groups are 
selected primarily upon the _ basis 
By EVERETT R. SMITH of rental values. This is particu- 
larly important and valuable today, 
This report of the Continuing} as the rental values are indicative 
Consumption Index presents a type|of basic standards and social habits 
of information which is particularly | rather than today’s incomes. In 
important and significant to adver-| many cases, families in the middle, 
The charts and| and even in the lower income levels, 
figures given here show for several! have current incomes greater than 
important products the actual dis- | some of the families in the upper 
tribution of use, and of quantity|level. It is generally realized that 


The 


in most cases the middle and lo 
level families now have more e> 
or discretionary money to spe 4 
than do the families in the u; 
level. 

Let us look for a minute at e 
dentifrice picture as a guide to c -- 
rent consumption and opportun 
for increasing volume. First of | }. 
the proportion of lower level fa. .- 
ilies using a dentifrice during 
panel period is somewhat smal , 
than in the upper level or the m. .- 
dle level. However, the lower le) «| 
families used a larger proportion (f 
the total units of dentifrices co - 
sumed. 


Small vs. Large Sizes 


The base, or the total number of 
families, for the five cities is 1. ). 
upper level; 194, middle level; a 4d 
188, lower level. The using fami! °s 
are as indicated in the table aid 
chart. Although lower level fa: - 
ilies using dentifrices are in smal 
proportion than in the case of t 
upper level, they average a larg 
number of units per family; that 
2.1 units against 1.8 for the midd 
and 1.9 for the upper level. 1 
when we look at the type of unt 
most frequently used by the diffe: - 
ent income levels, we find that tlhe 
lower level accounts for a smal! 
proportion of the large size, but a 
higher proportion of the medium 
and small sizes. 

The lower level families, the 
are apparently more frequent pur- 
chasers of dentifrices than are the 
upper level families. In part their 
purchases are undoubtedly cond - 
tioned by the type of outlet in 
which they buy dentifrices, but in 
any case here is an opportunity for 
the manufacturer of liquid, paste 
or powder dentifrices to trade up 
the middle and lower level familic 
into purchase of larger size and of 
more widespread use of dentifrice 


| Family and Unit Use of Products by Income Classification 
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The first segment of each chart, the upper left-hand corner, presents the per cent of families in tl 
city totals within each level who used the particular products. The total bar, including the dotted se: 


represents the total number of families in the sample in their proper proportion. 


represents the using families. 
group which used the product. 
by each of the three levels. 


The figure within the bar is the per ce 


The solid part of t/ 


The figure in parenthesis above the bar is the per cent of families with that 
nt of total using families repr 


In the next segment of the chart at the right is shown the number of units used by each level. T/ irs 


present the proportion of total units which were consumed by each leve 


l. These bars relate to the sol 


in the left-hand segment of the chart, indicating the parallel or variation between the proportion o 


used and the proportion of families using. 
The lower portion of the chart shows the distribution of 
commonly used units or sizes in which the product is sold. 


use, 


between 
The left-hand of the three segments sho 
distribution between the three groups of the largest used unit, or quantity. 


the three levels, of the 


The next segment of the na" 


shows on the same scale the use of the second most commonly consumed unit, and the third segm ot % 


| the chart the third unit in quantity of use. 
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Ham and Eggs— N D 
How the Use of Six Representative Products in Cans—to Be ew and owerful 
—_— a 
Varies by Social Groups Newest Army Fare 
Upper Middle _—n Total Pittsburgh, Sept. 23.—Men in the 
No. Pct. No Pet. No. Pet. No Pet. military services need not be with- 
a sie vo ste out their accustomed ham and eggs, 
Families in Panel. . 149 28.1 194 36.5 188 35.4 531 100.0 regardless of where their duties 
DENTIFRICES may take them, for H. J. Heinz 
Using Families .. 122 29.3 156 37.4 139 33.3 417 100.0 oe voy! Pease — petra win - 
et of Grown. 81.9 80.4 73.9 785 are canning this typical American ; 
Units Pisce same 297 287 979 344 299 36.9 79] 100.0 breakfast dish in the form of Army 9,000 Watts - Nay and Vieht - 270K 
Units per Using Family 1.9 18 2 | 19 rations The new canned product [ fe) =~) 
Most Used Unit . is one with which the housewife ij=3= \~ 
Small (Under 2 Oz.)... 33 15.9 67 32.2 108 51.9 208 100.0 has not yet had an opportunity to 
Large ....... on 62 369 54 32.1 5231.0 168 100.0 os hye caren a a ene 
2 j » ‘ 99 2 - 9 Ong a ; 1e ar began, ¢ ny rr + X<é 
Medium ... 18 19.6 30 32.6 44 47.8 92 100.0 Quartermaster Corps experts at the \W HERE? JACKSON. 
LAUNDRY FLAKES Chicago Quartermaster Depot sub- VILLE, FLORIDA covering 
Using Families .. 142 27.6 190 37.0 182 35.4 514 100.0 sistence research laboratory were the rich trading territory and 
Pct. of Group.... 95.3 97.9 96.8 96.8 experimenting with the preparation the numerous Army and Navy 
Units Consumed ...... 656 23.8 1062 38.4 1044 37.8 2762 100.0 of canned rations that would fur- establishments of northern 
Units per Using Family.. 4.6 5.6 5.7 5.4 nish the armed forces with balanced Florida and southeastern Geor- 
Most Used Unit diets. Flavor and nutritive values gia with the strongest signal in 
Medium ........ "3 134 20.0 260 38.8 276 41.2 670 100.0 were considered, and one of the the area, 
Large ... | 169-268 262 41.5 200 31.7 631 100.0 || ambitions of the dietetic experts 
Small . 41 11.4 91 25.3 228 63.3 360 100.0 was to can an egg product that 
would be high in protein. +7 ry 
CANNED SOUP Since the outbreak of the war, A\Y HAT? A COMPLETE 
Using Families .. eee 29.1 72 36.8 159 34.1 467 100.0 chefs in the Heinz experimental new radio station with the most 
Pct. of Group.. panera) 91.3 88.7 84.6 87.9 kitchens and the company’s food modern studio and transmitter 
Units Consumed ...... ...1239 31.9 1369 35.2 1280 32.9 3888 100.0 scientists and technologists have equipment, including a 4-tower 
Units per Using Family. 9.1 8.0 81 83 worked diligently with representa- night-time directional antenna 
Most Used Unit tives of the Quartermaster Corps to . an experienced staff... a 
10, 10%, 11 Oz. & Reg........... 873 29.4 1103 37.1 998 33.5 2974 100.0 devise a formula for a ration of policy dedicated sincerely to 
5 Oz. & Under....... ... 144 41.4 95 27.3 109 31.3 348 100.0 this kind. Other food companies the public interest, 
Mm Os ....... 106 54.4 48 246 4] 21.0 195 100.0 also engaged in a similar effort 
Eventually, a product known as 
CANNED FRUIT chopped ham and eggs was found ry *ND 
Using Families .. 143 29.4 183 37.6 161 33.0 487 100.0 satisfactory and within a short time \ HEN? ON THE AIR 
Pet. of Group... _ 96.0 94.3 85.6 91.7 cans will be rolling from the filling October LO with 17! hours 
Units Consumed .... , 1387 34.8 1495 37.5 1105 27.7 3987 100.0 rigs of many commercial kitchens daily of lively programs 
Units per Using Family 9.7 8.2 6.9 8.2 Heinz is producing large quantities friendly announcers . . . and 
Most Used Unit of the new product, as well as othe Associated Press News on the 
Dee os be 4 Ss 317 30.6 352 34.0 367 35.4 1036 100.0 food rations. hour. Why not schedule spots 
: b ba. @ OM. ; 248 43.5 227 39.8 95 16.7 570 100.0 Ham and eggs never were canned or transeriptions for the historic 
7 1 Lb. 14 Oz..... .. 208 45.1 161 34.9 9? 20.0 46] 100.0 before. The canning of this popular opening week when public in- 
: dish is another example of the abil- terest will be at a high level? 
‘ no g . ate FLOUR — ; ; ity of the Army Quartermaste1 : 
n “an ee ra 105 ~~ 143 rp 145 36 : 393 "a Corps and the food industry to 
ctl. Oo zroup. . V.o O.4 ss ‘ meet the requirements of global ‘ 16 
: Units Consumed . te :4 213 21.7 337 34.4 430 43.9 980 100.0 warfare hn coi of World War 1 PR¢ IGRAMS? Geared 
Units per Using Family.. 2.0 2.4 3.0 2.5 recall the hard-tack, bully beef and to listening tastes of the rich 
Quantity per Using Family : 22.1 Lbs. 10.3 Lbs 9.8 Lbs 13.3 Lbs stew of their days on the battlefield, southeastern) market, offering 
Most Used Units but the Army, with the cooperation the finest shows the South’s 
; 2, 2% Lbs.... , 61 26.4 82 35.5 88 38.1 231 100.0 of the food industry, is giving pres- largest independent station can 
: 5, 5% Lbs... 37 19.3 73 38.0 82 2.7 192 100.0 ent-day warriors a more appetizing, | produce. 
1 Lb. 4 Oz.. er rey 22 19.3 48 42.1 44 38.6 114 100.0 more nutritive and more varied diet Music! 
—_ | a Sete sont 
| SHORTENING “ano py available a quarter-cen Seam 
Using Families .. 111 24.6 169 37.4 72 38.0 452 100.0 ; Service! 
Pct. of Group... yoet ss 74.5 87.1 91.5 85.1 ° one 
| Quantity Consumed 555 21.0 664.5 32.8 1218 46.2 2637.5 100.0 Food Men in Nutrition 
Units Consumed ...... 388 20.0 646 33.3 908 46.7 1942 100.0 Tieup with NRDGA R ATES? WPDO'. RATE 
Units per Using Family..... 3.5 3.8 5.3 4.3 A 52-page guide book dealing structure is attractively low 
Quantity per Using Family. 5.0 Lbs 5.1 Lbs 7.1 Lbs 5.8 Lb with the national nutrition pro- despite its blanket coverage of 
Most Used Units gram has been prepared by the Gro the richest trading area tm the 
1 Lb. 299 18.9 528 33.3 757 47.8 1584 100.0 cery Manufacturers of America, in Saati e. @ ‘ la _ 
3 Lb 54 27.4 80 40.6 62 29 () 197 100.0 cooperation with the National Re- VONESAR. OSS Nancare ate 
2 Lb 25-305 26 31.7 31 37.8 82 100.0 tail Dry Goods Association. The and Data or request a rate ecard. 
manual will be distributed to gro- 
cers and other retailers throughout 
the country 
ine relationship between levels is | cover dentifrices, laundry flakes and a oo a ae oo ae witins : a cameos aaanennas. Meet Fronto! 
lso significant in a product like! chips, canned soup, canned fruit, for the middle and lower groups,|jn addition to data on the general 
anned fruit. With a smaller num-| flour and shortening. and only about 13 per cent more! background and objectives of the a, ; 
ber of families and a smaller num- For further convenience in study- units than either for the upper government project. National food —< ’ Pronto is 
ber of using families (although a|ing these significant charts on use| group. The table follows advertisers who are participating in ; 1 the lively sym- 
her percent of total families| and quantity of use by upper, mid- Units Consumed the program have taken display : bo | es th { 
ithin a group using the product),! dle and lower levels. there are also Per Using Family space to direct informative message _~ r . AAA, t mS 
ipper families nevertheless use given tables for each of the prod- Upper Middle Lower Total to the retailers. o \ ) , on the job 
tore units of canned fruit per) yets These tables correspond with Dentifrice . 1.9 1.8 2.1 1.9 . ie p every minute, 
family than middle or lower level a Pcoreghinr give poy only the Leundry KVOO Sponsors Judging ¥ p/ making sales 
ee percentages as indicated on the |. Flake 4.6 es mr 54 of Wartime Advertising for your prod- 
' ch pe Perens = by 6 reer propor | charts, but the actual numbers. Canned In the belief that industry of ucts, making 
on of lower and middle families enesen of the lares variety of Fruit 9.7 8.2 6.9 8.2\today is being judged on the basi ary friends 
upper. They also use more methods of saiiatailenes quantity it Canned of service to the public and that - eS for you. 
nits, but less in quantity or ; : ; . fittest. Soup 9.1 8.0 8.1 8.3. World War II may be known a 
undage. is rather cif ult to "eas quantity Flour 2.0 2.4 3.0 25 “The War That Business Won,” Sta 
on a pounaage Das! n na been hortening 3.5 29 2 8 tion KVOr ). Tulsa. ha offered $50 
Market for Flour, Fruits possible in the case of shortening, aay tor "aie 4 os ne +) en in cash to the ad club member of Take advantave of the 
With the increasing interest in“! d shows the much higher average levels rather be ed upon wcial the 10th district, Advertising Fed “t +m et rn 
| t 110n, and the des re fol better poundage u ed by the low - level and Lin ing tandard ot pa t veal eration of America, . ho elect and ee anuer and domi- 
| ore substantial food and more | '?@n by the upper or middle level and runs ‘te many instances counter presents most cony incingly “Ameri- nant power of W PDQ in 
thful foods, it would seem that| However, it should be borne in 4, at tema ot aostaiel can Industry's Best Wartime Ad the Southeastern market. 
A ; se f | current Income, and certainly In vertisement 
e potential market for increasing ™!nd that reget cite earings is included | large proportion of cases counte: Any advertisement that has ap Don't overlook the active 
ie sale of such products as flour “MOMS the shortenings, and the to the “loose” money available, the | peared in any medium since Dec. 7 vopular interest in’ this 
nd canned fruits may be now| S¢cial habit in the lower level in- jeakdown by these three levels is|1941, is eligible. Bruce Barton, Aa ape a 
mong the middle and lower levels. | ©!udes some use of oleomargarine as). ci snificant evaluation of the mar- President of Batten, Barton, Durs- new station, Take advan- 
It may be well to reiterate that|# Spread, whereas in the upper |) oy ¥ tine and Osborn, will judge the tage of this interest to 
pper, middle and lower levels are| level, butter is often used as a entries schedule spots and trans- 
t indicative of incomes, but of | Shortening. criptions now. 
Clal and living standards. For the Many Vari . . Sanger Gets Account Reaves to Tanglefoot 
Many Variations Shown : : 
€-city total, the distribution of Johnson-March Corporation, New R. Y. Reaves, Denver agency of 
bar us True Story-Crossley C. C. IL. For quick comparison, it is inter- | York, has appointed Alan B. Sanger, | ficial, has been appointed advertis- - 
that is upper level, 28.1; middle level,| esting to see the variation between |New York, te handle advertising | ing manager of Tanglefoot Com- . \\ p ) 
ted 55; lower level, 35.4 per cent.| types of products in the number of and publicity for Ritecure and the | pany, Grand Rapids, Mich. He Station a 
r re primarily based, do not indi-| ech of the three levels. Laundry ment of coal, and ‘Compound M for operane ‘es advertise counsellor Jacksonville Broadcasting 
irs ; tome economic yee except| flakes run definitely and a control of dust in mines Corporation 
ts 4t families of equal income in|tially up from the upper to the a , \ ee 
wer rental areas usually have|lower group; the same is true of Cushing Advanced ‘Thomas to WPB aidicti Gulf Life Building 
re “loose” money than families | shortening and flour, while canned + . Arthur W. Thomas, sales manager JACKSONVILLE, FLORIDA 
the ‘Similar income in the upper level.! fruit shows a higher average num- |, coum c. Cuening - poem Coctes of the construction mpacenery ov R ut Gia 
net > cemateies Gike on tien l tee of its ¢ + sais tein, Geek vice-president of National Brew- | sion of Chain Belt Company, Mil- epresentec ye 
gr nia : _— | ber of units for the upper than lor eries, Toronto Mr. Cushing will! waukee, has been loaned to the gov- George P. Hollingbery Co., 
t 0 ‘Mption and quantities by the!the lower level Canned soup is continue in his present position as' ernment as a dollar-a-year man on Graybar Bldg., New York, V. Y. 
fee levels given in the charts| interesting in that it shows approxi-! comptroller of the company the War Production Board. 
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Radio Receiver 
Shortage Looms, 
NBC Survey Warns 


New York, Sept. 23.—Unless the 
government relaxes its rigid ban on 
the manufacture of radio set re- 


placement parts and raw materials, | 
| lescence, nearly one-tenth of these 


millions of listeners will be 
without receiving facilities, accord- 
ing to a survey made by National 
Broadcasting Company and released 


soon 


this week. 

It is estimated that there is only 
one year’s normal stock of new 
radios now available to replace 


obsolete receivers and that the sup- 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 


In this market no “Outside 
Voice” can compare with the 


“Inside Pull” of WHBPF. 


WHBr 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 


| 
| 


| 


ply of radio repair parts has been 
practically exhausted. When this 
diminishing stock has been used up, 


it is feared that the number of 


|“dead” sets will increase by 14,000 | 


daily. 
Approximately 60,000,000 sets 
were in use when production of 


radios ceased last June, following a 
WPB order. Through normal obso- 


sets will become useless within the 
next nine months. Reserve stocks 
are ample to replace the majority 
of these aged instruments, but after 
the middle of 1943 dealers’ shelves 
and will be bare. A large 
proportion of the now useless sets 
could be restored, it is believed, if 
the necessary replacement parts 
were availabie. 


floors 


‘Handerson to USO 


Philip C. Handerson, sales promo- 
tion and advertising manager of 
Harry Ferguson, Inc., Dearborn, 
Mich., has resigned to become direc- 
tor of the USO club on Grosse Ile, 
on the 55-acre estate of R. E. Olds, 
motor company executive. 


Changes Company Name 

Nu-Process Displays, Detroit, has 
changed its name to Detroit Process 
Printing Company and has moved 
to 40 Alexandrine avenue, W. 
space has been increased and 
equipment added. 


rae 


A fifty page working 


manual of practical help in pro- 


ducing effective war-time freight 
transportation advertising campaigns 


@ Because of the record-breaking increase 
in freight tonnage being moved in today's 
wer of movement, shipper and carrier 
executives are being confronted § with 
many new problems, particularly in view 
of the limitations having been put on the 
production of new carrier ond shipping 
equipment and supplies. 

The men in charge of shipping and rout- 
ing of freight in industry are facing new 
responsibilities. These industrial traffic 
managers are being faced with unusual 
problems of shipping their company's in- 
creasing volume of products—in many 
cases military goods, as a result of plant 
conversions—in ways which more so than 
ever make for speedy and reliable de- 
liveries to destination. Inbound freight, 
like outbound goods, is of greater volume 
and of different nature, too. 

The transportation machinery of the 
country—the rolling stock of the carriers 
—hos been and is being taxed to the nth 
degree. There is the gigantic problem of 
keeping the wheels of transportation roll- 
ing to keep speeding up industrial out- 
put in the production battle that industries 
ore waging today. 

With the available rolling stock, freight 
corriers are doing a better job than they 
ever did in the history of transportation 
but industrial trafic managers need help 
ond assistance. Shippers today are help- 
ing and cooperating with freight carriers 
and the carriers ore cooperating with 
shippers to make the transportation ma- 
chine of World War II function independ- 
ently as it never functioned before. 

To uncover some of the current prob- 
lems of industrial trafic managers, 
TRAFFIC WORLD engaged the Ross Fed- 


Fram 
as 
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™_ ROSS FEDERAL AKT, 


The manual contents 
based on recent 
Ross Federal study 


eral Research Corporation, one of the 
nation's leading fact-finders. Ross Federal 
representatives interviewed in person nu- 
merous leading industrial trafic managers 
the country over—men who control over 
$800,000,000 worth of annual freight 
business. 

The results of the study are summarized 
in the Guide to Effective Freight Trans- 
portation Promotion. This booklet is 
packed with timely, helpful information 
on how freight carriers can help shippers 
in today's war-time and tomorrow's peace- 
time conditions. There never has been a 
manual of this nature published and you 
will want your free copy. 


Send for your free copy today. 


Here is what this free booklet tells you: 

The contents of this helpful manual can 
be broken down into seven parts which 
ore as follows: 


1. The opportunity for promotion of 
war and post-war freight services 
tl. Use of freight services and the fac- 
tors in industry to be cultivated 


Influencing factors in the selection 
of freight service 


Problems encountered in the selec- 
tion of freight carrier service 

Vv. What shippers want 

freight advertisements 


stressed in 


Vi. Figures on readability of freight ad- 
vertising in the preferred business 


magazine in the field 


Vil. Examples of current freight cam- 


paigns 


(Clip Coupon and Mail to) 
TRAFFIC WORLD, 420 S. Market Street, Chicago, Illinois. 


1 want a copy of A Guide to Effective Freight Transportation Promotion. 
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Getting Personal 

Many an adman who has spent hours discussing (and maybe cuss- 
ing) the famous “green book” issued by the WPB to explain the prin- 
ciples of determining items of cost under government contracts, will 
be interested to know that Maurice E. Peloubet, author of the book, 
exposes his tenderer side in a bit of verse, “To a College Freshman,” 
in the current issue of the SEP... 

H. L. Hamilton, vice-president in charge of the Electro-Motive Div., 
Gen. Motors, gave a dinner party at the Union League Club, Chicago, 
honoring the 33 men who have spent more than 15 years producing 
or selling Diesel locomotives. . . 

Al Boyd, prod. mgr. of WLS, Chicago, and producer of “Meet Your 
Navy,” spent a week’s vacation with Lt. and Mrs. Holman Faust, at 
their home on Faust Island near 
Angus, Wis. Lt. Faust, radio of- 
ficer of the Ninth Naval district, 
is stationed at Great Lakes Naval 
training station... 

Henry Porter, of Standard Oil 
of Indiana’s sales dept., and pro- 
gram chrm. of the Chicago Sales 
Executives Club, is currently 
staggering under a rare burden. 
His nine-year-old son, Richard, 
is a Quiz Kid, and made his sec- 
ond appearance on the Alka- 
Seltzer program last week... 


QUARTER-CENTURY SMILE 


Mortimer Berkowitz, general 
manager of The American 
Weekly, was best man at the 


recent wedding of his son, Ensign 
Mortimer Berkowitz, Jr., to 
Carolyn Jane Wrensch. The cere- 
mony took place in New York 
at the Plaza... 

The siren call of public office 
may soon be making further in- 
roads into the ranks of the pub- 
lishing fraternity. Stuart Schef- 
tel, publisher of Young America, 
has decided to enter the race for 
Congress as the Republican can- 
didate in the 14th district, New 
York City... 

Col. Robert P. Robinson, who 
retired from Lord & Thomas last 
year to make his home in Beloit, Wis., has been nominated for state 
senator on the Republican ticket. This is tantamount to election. 
The Colonel won his rank in World War I. . . 

All right, so it’s fantastic: According to our spy at WOWO-WGL, 
Ft. Wayne, Ind., Bill Aldrich, of the sales staff, carries an extra pair 
of shoes in his hand while making the rounds. Sold his bicycle, put 
up his car, walks now, carries his spares. . . 

Ellen Littlejohn, formerly with Hydrox Corp., Chicago, is taking 
exams for entry into the WAVES... 

Ken Dyke, chief of OWI bureau of campaigns, and Doug Meservey, 
assistant radio chief of the Elmer Davis office, have solved the D. C. 
housing system by renting a Chevy Chase home, sharing it with two 
other war workers. 

Bill Lawrence, the Pedlar & Ryan producer who handles Dinah 
Shore’s broadcast on the Blue, has an original idea for gas conserva- 
tion. He bought a red midget racing car from a race driver who had 
driven it at Gilmore and Atlantic stadiums. At 60 miles per hour, 
Bill gets around 50 miles to a gallon. . . Frank Gannett, head of the 
newspaper chain, has moved down to Washington to assist Rep. Joseph 
Martin, chairman of the Republican National Committee. The pub- 
lisher will be there until the close of the electoral campaigns in 
November. . . 

Former publishers, editors and advertising managers of the 
Evening Journal, Rochester, N. Y., will hold a_ reunion-wake 
Rochester Sept. 28 
The paper bowed 
out five years ago 

Don Williams, 
of Argonaut Pub- 
lishing Co., San 
Francisco, is cred- 
ited with being the 
author of that 
well - known 
Treasury Dept. 
slogan, “Bonds or 
Bondage.” 


Robert M. Dunn, 


J. A. Welch, publisher of Woman's 
Home Companion, smiles in acknowledg- 
ment of the congratulations that poured 
in upon the completion of 25 years of 
service with Crowell-Collier Publishing 
Co. He's president of the AFA, too. 


late 
in 


WEDDING AT WALLACE'S 


am. of Agfa An- 
sco, Binghamton, 
N. Y.. won first 


prize, a smoked 
turkey, in a recent 
Farm Journal & 
Farmer’s Wife 
contest. The con- 


was married 


Barbara Luddy, co-star of ‘First Niahter,”’ 
Sept. 18 to announcer Ned R. LeFevre at the home of 


L. T. Wallace in Winnetka, Ill. Mr. Wallace, v.p. of 


test was based on Aubrey, Moore & Wallace, gave the bride away. From 
guessing the num- left to right: Mr. and Mrs. Wallace, and the bride and 
ber of letters the groom. 

farm paper had 


received after publishing a highly controversial epistle from a farm 
woman (signed: “Rebellious’) who campaigned for stepping out with 
her husband at night instead of canning fruits and vegetables. 

Richard Seymour Jackson, who assists his father, John Day Jack- 
son, as publisher of the New Haven Register, has decided to desert 
the ranks of bachelorhood and will soon marry Helene Danforth Coler 
of New York 

Raymond G. Simmons, v.p. of Meldrum & Fewsmith, has been ap- 
pointed to the city council of Parma, O John O'Donnell, gen. mgr 
of the Derrick, Oil City, Pa., has been named a member of the state 
Republican committee 

Following a two-day sales conference in Chicago, members of the 
Putman Publishing Co. adjourned to President Russell L. Putman’s 
“King’s X Farm” in Allegan County, Mich. The guests, Kenneth S. 
Kaull, New York, Harris N. Pickett and William E. Coates, Cleveland. 
and Carroll H. Thomas, Joseph L. White, Al Laffey, Ewing Graham 
and the host trom Chicago, fished, boated, shot at targets and loafea 
\ igorously 


en 


Heavy Promotion Backs 
Howard Radio Show 


Mutual Broadcasting System’s 297 
stations and the entire circulatio, 
lof Macfadden Publications ha, 
| been enlisted in a promotional can 
paign to back the “True St 
Theater of the Air,” sponsored 
Howard Clothes. The program js 
|heard every Wednesday evenins 
8:30 to 9 p. m., over WOR, New 
| York; WNAC, Boston; WIP, Phila- 
| delphia; WCAE, Pittsburgh; WGN. 
Chicago; WEAN, Providence: 
WAAB, Worcester, and WAGE. 
Syracuse. 

Macfadden magazines will ca) 
ads calling attention to the program. 
'and stickers plugging the Howard 
|show will be affixed to copies >f 
| True Story in cities where the pr.- 
}gram is aired. Newsstand posts 
and delivery truck banners will al<o 
| promote listenership. In addition ‘o 
ithe eight Mutual stations carrying 
the sponsored broadcast, most other 
MBS outlets are expected to air th 
| program on a sustaining basis. 


| _ 
American Oil Company 
Signs FTC Stipulation 


The American Oil Company, 
Baltimore, has stipulated with the 
Federal Trade Commission to cease 
certain representations in the mar- 
keting of Amoco gas and Penn 
Amoco Permalube processed oil. 

The company will cease repre- 
senting that internal combustio: 
engines can utilize the maximum 
energy of Amoco gas; that no other 
fuels have an anti-knock rating 
equal to that of Amoco; and that its 
use eliminates “destructive” vibra- 
tion from internal combustion en- 
gines. The company will also cease 
claiming that the Penn Amoco 
Permalube processed oil will tend 
to make an old car perform like it 


did when new without expressly 
jlimiting such claim to any de- 
tergent action which the product 


|may have on engine deposits. 


Two to WBBM 

| Ed Furman, former commercia! 
manager, WMFF, Plattsburg, N. Y 
and Cy Howard, KTRH, Houston 
have joined the sales staff 
WBBM, Chicago. 
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600 Kc. 


CBS basic since 1 


PAUL H. RAYMER 


National Sales Represent 
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ADVERTISING AGE 


Canada Clarifies 
Jax Regulations 
for Advertisers 


(Continued from Page 1) 


ine. There will be cases where the 
arount of advertising has _ not 
inc eased but the unit costs have 
Re ognition may be given to such 
in eased cost. 

\dvertising expenditure is recog- 
niz d as a variable and inseparable 
con ponent of distribution cost. It 
is be considered as properly sub- 
jec' to change when other com- 
ponents of the normal over-all dis- 
triiution cost show compensating 
fluctuations, e. g., a reduction in the 
cost of personal sales effort might 
jus’ fy an increase in general adver- 


teasonable recognition may also 


be ziven where during the standard 
prolits period businesses enjoyed 
the benefit of advertising allow- 
ances Which have since been with- 
drawn. The gross amount spent in 
advertising during the standard 
period rather than the net after 


deduction of such allowances, may 
be the guide if the claim appears 
reasonable. 

“Current advertising expenditures 
will be scrutinized in comparison 
with expenditures during the stan- 
dard profits period 1936-39, but it is 
recognized that many _ businesses 
during the years 1937 onwards made 
expenditures advertising on an 
increasing scale as general business 
increased. Regulations outlined be- 
low restricting advertising expen- 
ditures to expenditures made in the 
standard profits period are not to be 
interpreted to mean, however, that 
advertising expenditures should be 
forced below expenditures in 1940- 
41 where such expenditures were in 

ble relationship to the nor- 


on 


al increase in business, and where 
such increased business has been 
maintained in’ subsequent profits 


veriods. 


Per Cent of Sales Is Guide 


“The regulations outlined below 
refer to advertising expenditures in 
terms of percentages of total sales. 
It is recognized that advertising 
appropriations have to be decided 
prior to specific knowledge of sales 


volume. Accordingly, situations 
which may result from sudden 
downward trends of sales volume 


after advertising appropriations are 
settled, may call for special consid- 
eration. 

“In the scrutiny of expenditures 
on advertising, distinction should 
be drawn between those businesses 
Which will fall and those which wilt 
not fall, within the excess profits 
lax class in excess of the minimum. 

“For businesses not in tne excess 
profits tax class it is recognized that 
ut of every dollar spent on adver- 


using, 60 cents comes from. the 
dvertiser’s own net profit after 
ncome tax. Accordingly, it may be 


ssuned that such advertising ex- 


enditures will be carefully con- 
rolled by the advertiser himself, 
nd only made in the expectation 
at they will produce results in 
fnlarged operations, and conse- 
luenily increase rather than de- 
€ase net taxable profits. Expen- 


tures by such businesses will not, 
ordinary circumstances, call 
rticular scrutiny or control by 


”@ ncome Tax Division unless 
“ere is some indication of an 
Musiial situation. 


“Expenditures by businesses in 


the excess profits tax class should 
be carefully scrutinized for the pro- 
tection of the national revenue. 

“There should be a distinction 
made between: 

(1) businesses which are in the 
main carrying on the same charac- 
ter of business as in the standard 
profits period, i. e., which are not 
engaged on specific war work or 
selling any substantial portion of 
their output to the government, and 

(2) businesses whose activities 
are mainly converted to ‘war activ- 
ity.’ 

“In the case of the businesses 
coming under No. 1 above, the fol- 
lowing rules will be applied: 

“(a) Those’ businesses which, 
during the standard profits period, 


were habitual advertisers, and 
which based their annual advertis- 
ing appropriations on some gener- 


ally recognized principle and policy, 
will be permitted to continue that 
policy unless such policy involves 
an expenditure in excess of what 
would be considered normal expen- 
diture for that particular industry; 
in which case allowable expenditure 
would be limited to what would be 
considered good normal practice 
for the industry. 


10% Increase Still Is Ceiling 


“(b) In the case of businesses 
which for particular reasons did not, 
during the standard profits period, 
advertise as extensively as was 
customary in the industry, such 
Lusinesses will be permitted adver- 
tising appropriations more in accord 
with the custom of the industry, 
provided it can be demonstrated 
that their general operations have 
been developed and that such ad- 
vertising would be reasonable in the 


light of their current operations. 


“(c) Where a ‘normal practice’ 
for an industry cannot be defined, 
or in the case of businesses which 
did not have a clearly established 


advertising policy, increases in ad- 
vertising expenditures over average 
expenditures made during the stan- 
dard period shall be considered on 


ihe basis of the following: 
Actual 1 ent 

! “turn M 
\ tial per ! over tf mer 


profits er the 


up to 30 Upto 60 


2) 
30 to 40 60 to 80 7 
40 to 50 80 to 100 9 
Over 50 Over 100 10 
but not more in any case than a 
10 per cent increase over the nor- 
mal. 
“(d) In the case of businesses 
which have commenced business 


subsequent to the base _ period, 
advertising expenditures will be 
permitted provided they do _ not 


exceed what would be considered a 
reasonable normal expenditure for 
the particular industry. 


Sales Expectancy Governs 


“(e) In the case of businesses 
introducing a new product and the 
sales are for general commercial 
use, advertising expenditures will 
be permitted on a percentage basis 
of advertising in ratio to budgeted 
sales for the new product, on a 
besis normal to the industry. The 
introduction of a new product will 
not be held to justify advertising 
expenditures extravagantly in ex- 
cess of a proper ratio to reasonably 
expected sales 

“In the case of the businesses 
coming under No. 2 above, the fol- 
lowing rules will be applied: 

“(a) In the case of businesses 
wholly on war work, advertising 
expenditures will be permitted, but 
on a reduced scale, to provide for 
the reasonable maintenance of their 
good will, the public recognition of 
their trademarks and to provide for 
the continuance of normal publica- 
tion performance and_ service in 
support of war production, technical 
efficiency and _ general business 
morale. 


“Businesses which have ceased 
the manufacture of their normal 
products will not be allowed an 


excessive expenditure for the adver- 
tising of those products the manu- 


facture of which will again be 
commenced after the cessation of 
the war. 

“(b) In the case of businesses 


continuing some of their peacetime 


work, advertising expenditures will 
be permitted, though on a reduced 
seale, to provide first, on a normal 
ratio basis, for the advertising of 
their ordinary product and, in addi- 
tion, to provide for the reasonable 
maintenance of their good will and 
the public recognition of their 
trademarks and the continuance of 
normal publication performance and 
services as indicated in (a) above. 


Must Show Advantage 


“(c) In the case of new businesses 
on war work which have no pre- 
vious record of advertising expen- 
ditures, there will be a_ general 
disapproval of advertising expenses, 
but if it can be shown to the satis- 
faction of the representative of the 
Treasury or the representative of 
the Department of Munitions and 
Supply who is in the plant that it 
would be advantageous both to the 
government and to the particular 
business that a limited form of 
advertising to be entered upon in 
support of matters of public interest 


o: the development of personne: 
morale, or other like general pur- 
poses, then their concurrence with 


the desire of the management might 
be submitted with a view to ap- 
proval of such advertising expen- 
citures. 
“Nothing in 


this memorandum 


shall be construed as disallowing 
advertising expenditures in connec- 
tion with the Second Victory Loan.” 


tandard Oil Substitutes 
Glass Bottles for Tin 


Standard Oil Company of Indiana 
will substitute glass bottles for tin 
cans in packaging certain petroleum 


specialty products and _ lubricants, 
which will divert to the current 
nationwide tin conservation drive 
255 tons of tin plate a year. Tin 


plate thus saved will make approwi- 
mately 2,000,000 tin cans of the 
standard No. 2 size for military 
rations. 

Sprays, polishes, auto cleaners 
and waxes and cream separator oils 
wre among the products packaged in 
tin cans which Standard will mar- 
ket in the future in glass bottles. 
bottles will be made in one gallon, 
half-gallon, one quart, one pint and 
half-pint sizes. 


Jelke Advances Elliott 


James M. Elliott, general sales 
manager, has been elected execu- 
tive vice-president and general 


manager of John F, Jelke Company, 
Chicago manufacturer and distribu- 
tor of Good Luck food products. He 
will continue to supervise all sales, 
advertising and promotion. As vice- 
president, he also becomes a direc- 
tor of the company. 


Fairbanks to OWI 


William Fairbanks, of National 
Broadcasting Company's sales pro- 
motion department, has resigned to 
join the Office of War Information 
as assistant chief of the allocation 
Givision, radio bureau Arthur L. 
Forrest, formerly with Lewis Ayer 
advertising agency, Charlotte, N. C., 
has taken over Mr. Fairbank’s post 
at NBC. 


Opens 24th School Session 

The Cleveland Advertising School, 
sponsored by the Cleveland Adver- 
tising Club, starts its 24th year on 
Sept. 28. Classes will meet on 
Mondays and Wednesdays from 7 
to 9 p. m. 


GENCY man with over 15 
xA veut eXpertenes In crea 
tive idea, copy, layout and 
sales desires better connection 
with arenes manufacturer of 
publication 
* Trained or technical indu 
trial accounts, both from agenes 
and advertising nanagership 
ins s, Research, analysi phar 
and production through 
i thedin including house 
magazine editing, publicity and 
editorial writh 
- Married, family, over 40 Full 
details in correspondence or in 
tervView 
Box 3806, ADVERTISING AGE 
Chicagre 


Preferred 
Position! 


The Houston Chronicle Is Houston’s PREFERRED 


vertisers Alike! 


Newspaper .. . PREFERRED by Readers and by Ad- 


Your advertisement has preferred position when it’s in 


The Chronicle . 
preferred newspaper . . 


. because The Chronicle is Houston’s 
. Right in the A. B. C. City Zone 


28.6° more families subscribe to The Chronicle than 


subscribe to the 2nd Houston newspaper ,and 47.5% 


more families subscribe to The Chronicle than subscribe 


to the 3rd Houston newspaper 


. This outstanding 


reader-preference is the reason advertisers have, year 


after year, placed an average of over 509% more adver- 


tising in The Chronicle than in the 2nd Houston news- 


paper, and of over 150° more 
in the 3rd Houston newspaper . 


in The Chronicle than 
. More and more ad- 


vertisers are finding that The Chronicle can do the job 


alone! 


Facts From March 31, 


13942, A. B. C. Pub. Stats 


and Media Records, Inc. 


R. W McCARTHY 


National Advertising Manager 


TO SELL HOUSTON...BUY CHRONICLE... TEXAS’ 


THE BRANHAM COMPANY 
National Representatives 


LARGEST DAILY 


HOUSTON CHRONICLE 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR THE 30TH 
CONSECUTIVE YEAR 
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Royal Desserts 
fo Air ‘O'Neills’ 
Over Full NBC Net 


New York, Sept. 
Brands will launch 


23. 
“The 


Standard 
O’Neills” 


for Royal puddings, gelatin desserts 
and Royal baking powder over the) 


full NBC 
starting Oct. 5. 


network of 126 stations, 
The show will be 


heard Mondays through Fridays at| 
10:15 a. m., EWT, and will be the| 


to be aired 
Ted Bates, 


first daytime program 
over the full NBC net. 
Inc., is the agency. 


Quaker Oats Adds 


Effective Oct. 2, Quaker Oats | 
Company will add 12 stations to) 
“That Brewster Boy,” aired over 


CBS, making a total of 80 outlets. 
The program is heard Fridays from 
9:30 to 10 p. m., EWT, for Quaker 
Oats food products. Ruthrauff & 
Ryan is the agency. 


Renews “Man on the Farm” 


Quaker Oats Company has re- 
newed its “Man on the Farm” 
broadcast for its fifth consecutive 
year in behalf of Ful-O-Pep foods. 
Beginning Oct. 3, the program will 
be heard on Saturdays from 12 to 
12:30 p. m., CWT, over a 47-station 
NBC network, covering all the 
country except the West Coast. 
Sherman & Marquette is the agency. 


Launches New Program 


Continental Radio & Television 
Corporation will sponsor “World 
News Today” over 42 Columbia sta- 
tions, beginning Oct. 4. Conti- 
nental’s institutional program for 
Admiral radios will be heard Sun- 
days from 2:30 to 2:55 p. m., EWT. 
Cruttenden & Eger is the agency. 


Armstrong Renews 


Armstrong Cork Company has 
renewed “Armstrong Theater of 
Today” over the full CBS net of 
116 stations starting Oct. 3, an in- 
crease of 11 stations over last sea- 
son’s lineup. The dramatic program, 
presented for Armstrong products, 
is broadcast Saturdays from 12 to 
12:30 p. m., EWT. Batten, Barton, 
Durstine & Osborn is the agency. 


P&G Replaces Show 


Starting Sept. 28, Procter & Gam- 
ble will replace “Women in White,” 
now aired for Oxydol Mondays 
through Fridays, 1:15 to 1:30 p. m., 
EWT, over 60 CBS outlets, with 
“Ma Perkins,” which will be heard 
for the same product at the same 
time periods over 59 stations. Black- 
ett-Sample-Hummert is the agency. 


“Burns and Allen” Back 


Lever Bros. will launch “Burns & 
Allen” for Swan soap over 115 sta- 


tions of the Columbia network, 
beginning Oct. 6. To be _ heard) 
Tuesdays from 9 to 9:30 p. m.,, 


EWT, “Burns & Allen” will replace 
Lever’s summer show for Swan, 
“Tommy Riggs & Betty Lou,” now 
heard over the same number of sta- 


tions. Young & Rubicam is the 
agency. 


“Lights Out” on CBS 


Ironized Yeast Company will re- 
place “Are You a Missing Heir?” 
with “Lights Out,” effective Oct. 6. 
The mystery thriller will be heard 
|over 76 CBS outlets, Tuesdays from 
8 to 8:30 p. m., EWT, with a re- 
broadcast at 11:30 p. m., the time 
now occupied by the “Missing Heir” 
program. Ruthrauff & Ryan is the 
agency. 

New Show for Tums 


Lewis Howe Company will launch 
“Mr. Adam and Mrs. Eve” over 52 
Columbia stations, starting Oct. 3. 
Sponsored for Tums, the new pro- 
gram, a quiz show featuring Frank 
|Crumit and Julia Sanderson, will 
be aired Saturdays from 8 to 8:30 
p. m., EWT. Roche, Williams & 
Cunnyngham is the agency. 


Renews “Grand Ole Opry” 


R. J. Reynolds Tobacco Company 
has renewed “The Grand Ole Opry”’ 
on a 60-station NBC network, in 
behalf of Prince Albert smoking 
tobacco. William Esty & Co. handles 
the account. 


Takes Full Network 


Pharmaco Company became the 
first Mutual network advertiser to 
take advantage of the new MBS rate 
discount plan by buying the full 
network for its “Double or Noth- 
ing” program, which is aired for 
Feen-A-Mint. Starting Sept. 25, 
| the beginning of its third year on 
| the air, the quiz show will be heard 
| over 203 Mutual stations instead of 
| the current 100 outlets. The pro- 
| gram is broadcast Fridays from 9:30 
to 10 p. m., EWT. William Esty 
& Co. is the agency. 


Colgate Shifts Shows 


—_— 
Colgate - Palmolive - Peet will 
| launch “Can You Top This?” for 
Colgate’s dental cream over 124 NBC 
stations starting Oct. 3. The pro- 
gram will be broadcast Saturdays, 
9:30 to 10 p. m., EWT, in the spot 
originally bought for Colgate’s Al 
Jolson show. Jolson will move to 
CBS Tuesdays, 8:30 to 8:55 p. m., 
the spot now occupied by the C-P- 
P “Hobby Lobby” broadcast. Effec- 
tive Oct. 6, “Hobby Lobby,” in turn 
will be shifted to Colgate’s other 
CBS time period, Saturdays from 
8:30 to 8:55 p.m., EWT. Ted Bates, 
Inc., is the agency for “Can You 
Top This?” and “Hobby Lobby”; 
Sherman & Marquette, Chicago, 
handles the Al Jolson show. 


Anacin, Kolynos on NBC 
Products 


American Home 
Bill” for Anacin, and “Front Page 
Farrell” for Kolynos tooth paste 
and Hill’s cold tablets, over an NBC 
network of 52 stations. The two 
serials are aired Mondays through 
Friday. “Just Plain Bill” is heard 
from 5:30 to 5:45 p. m., EWT, fol- 
lowed by “Front Page Farrell” from 
5:45 to 6 p. m., EWT. 

On CBS, American Home Prod- 
ucts has renewed “The Romance of 
Helen Trent” and “Our Gal Sun- 
day.” “Helen Trent” is aired over 
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has | 
started sponsorship of “Just Plain | 


|CBS. Chesterfield’s former show is 


A CHANCE FOR 


BONDSWOMEN 


* An Open Letter to Thousands of 


Chicagoland Women Who 


Do Not Have to Work! 


| vertising’s shoulder to the whee! + 


—— 


Victory Promotion 
Plan Unveiled to 
NIAA Chapters 


Chicago, Sept. 24——One of 
first concrete plans for putting 


win the war has been developed > y 
the National Industrial Advertis. + 
Association and is being sent, jin 
printed form, to all members. 
Keynoting the bulletin, whic! 
called “Victory Promotions P); 
is a statement by Wilmer H. Co; 


‘of American Steel & Wire Comp 
| NIAA 


vice-president in charge of 
war activities, emphasizing the " 
portance of promotion in broaden ny 
“the horizon of understanding.” 
Every NIAA chapter has b ep 
asked to set up a victory promot) ins 
plan committee. Cooperation e- 


| tween chapter members, the vy rij- 
| ous companies represented by m: m- 


bers, and chapter victory pro) \o- 
tion committees is emphasized. 
activity by NIAA chapters wil 
reviewed and a summary scrap! 
prepared for submission to the ¢ »y- 
ernment as evidence of advertisi 


powerful role in the victory ef? ort 


| Chairmen of the national Vict pry 


| committee 
| promotions, Morgan Fenley, di 
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In this single shot copy in the Chicago Daily News last week, Wieboldt's, Chicago 


department store, announced an emergency personnel plan. 


The company will 


pay women who want to work as a patriotic service a $25 bond for six days’ work, 


and will purchase an equivalent bond 
solici 


itself. 
ted. 


Part-time employes also were 


43 CBS stations, Mondays through 
Fridays, from 12:30 to 12:45 p. m., 
EWT, for Kolynos and_ Bisodol. 
“Our Gal Sunday” is broadcast for 
Anacin, Mondays through Fridays, 
from 12:45 to 1 p. m., EWT, over 51 
CBS outlets. Blackett-Sample- 
Hummert is the American Home 
Products agency. 


James for Chesterfield 


Liggett & Myers Tobacco Com- 
pany has engaged Harry James and 
his Music Makers to replace Glenn 
Miller’s three-a-week series over 


being discontinued following Glenn 
Miller’s entry into the army. Harry 
James will take over the 7:15 sod 
7:30 p. m., EWT, spot on Tuesdays, | 
Wednesdays and Thursdays for 
Chesterfields starting Sept. 29, over 
117 CBS stations. Newell-Emmett | 
Company is the agency. 

Serutan Renews Pearson 


Serutan Company has renewed 
Drew Pearson’s newscast over the 
Blue Network for 52 weeks, effec- | 
tive Oct. 11. The Washington | 
Merry-Go-Round columnist is heard | 
Sundays from 6:30 to 6:45 p. m.,| 
EWT, over 22 Blue stations, with a | 
recorded repeat broadcast at 8:45 
p. m., EWT. Raymond Spector 
Company is the agency. 


Business Screen Group 
to Get Advisory Board 


Semi-Syndicated 
Plant Magazine 
Is Brought Out 


Chicago, Sept. 24.—With the dou- 
ble purpose of spurring the use of 
house organs in busy wartime 
plants and at the same time saving 
man-hours in production of 
plant publications, American Color- 
type Company has inaugurated a 
semi-syndicated magazine for fac- 
tory use. 

The 12-page monthly publication 
offers manufacturers five pages 
which can be adapted to copy, illus- 
trations, an honor roll of former 
employes now with the armed 
forces, or any company message 
intended to stimulate production 
and bolster employe morale. The 
remaining pages are copy prepared 
by Colortype, including illustrated 
features, war bond messages, etc. 
The cover design is to be changed 
each month and the company’s own 
magazine name, masthead and list 
of editors help individualize the 
publication. 

Direct mail currently is 
used to promote the publication to 
war plants, with special attention to 
factories whose employment rolls 
range from 750 to 3,000 or 4,000 
workers. W. H. Bond, with the 
sales staff of American Colortype, 
originated the plan. 


Cominsky Leaves ‘Times’ 


Recognition of the industrial film 
production field as separate and dis- 
tinct from other branches 
movie industry has been secured 
from the WPB, which has permitted 
organization of a special industry 
advisory committee for this segment 
of the industry. Although primarily 
set up to care for the needs of in- 
dustrial film producers, the com- 
mittee does have one representative 
of the commercial film industry— 


|the branch interested in promotion 


of advertising films on _ theater 

screens—among its membership. 
With formation of the advisory 

committee, and plans laid for a 


|meeting of this group with WPB 


motion picture executives in Wash- 
ington Sept. 28, the industrial mo- 
tion picture producers believe they 
have a better opportunity to win 
special consideration under the re- 
cent WPB order limiting use of film 
for industrial and commercial uses. 
Less than one per cent of movie film 
goes into industrial films, they say, 
and even this portion is almost en- 
tirely “war work” now, since the 
large volume of production cur- 
rently consists of instruction films 


jand similar material for companies 
lengaged in war work. 


of the| 


for ‘Saturday Review’ 

J. R. Cominsky, who has served 
ithe New York Times for 15 years in 
various capacities including national 
advertising manager, has resigned 
to become a vice-president of the 
Saturday Review of Literature. 

Mr. Cominsky will be in charge 
‘of advertising and has also been 
made a stockholder of the publish- 
ing company, Saturday Review As- 
sociates, Inc. 


To Free & Peters 

| B. P. Timothy, formerly adver- 
tising and sales promotion manager 
of Griesedieck - Western Brewery 


| 


| Company, Belleville, Ill, has joined | 
the Chicago staff of Free & Peters, | 


jradio station representative. 


the | 


being | 


are: War produc 
tor of publicity, Eaton Mfg. C 
pany, Cleveland; industrial tr:in- 
ing, Lansing Moore, vice-president, 
|Holden, Steadman & Moore, De- 
| troit; war-winning advertising, Ed- 
'ward H. Peplow, Jr., manager of 
sales development, John A. Roeb- 
lings’ Sons Company, Trenton, N 
| J.; and conservation and scrap sal- 
| vage, Walter H. Gebhardt, manager 
|of sales, industrial division, Henry 
|Disston & Sons, Philadelphia. 


‘Treasury Corner 


Closes, But Bond 
Sales Don't Stop 


(Picture on Page 35) 
| Chicago, Sept. 23.— Treasury 
Corner, which made history in the 
\sale of bonds and stamps in a 
i\downtown~ display window of 
Sears, Roebuck & Co., all summer, 
has been closed but members of 
the Advertising Managers Club of 
‘Chicago who put on one-day shows 
there are now carrying on thei 
bond-selling activities at the Com- 
monwealth Edison building. 

Commodious quarters in the util- 
|ity company’s building, at Dearborn 
and Adams streets, were offered 
the special events division of the 
Treasury Department in Chicago 
|headed by Don D. McKiernan, ad- 
'vertising and printing executive 
who developed the special promo- 
tion. 

The advertising managers are 
still acting as masters of ceremonies 
at noon-day shows—and bond and 
stamp sales are averaging up to 
\$2,000 a day, beating the average 
‘established by the Treasury Corner 
since it first was set up in May 


Smith to Mutual; 
Stuart to WOR 


Bob Smith has resigned from te 
sales staff of WOR, New Yor, © 
join the sales staff of the Mutua! 
Broadcasting System. 

H. Malcolm Stuart, formerly wi! 
United States Advertising Cor ore 
tion, J. Stirling Getchell and © :mp- 
bell-Ewald Company, has join 
sales staff of WOR. 


oo 
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- SUNDAY HERALD 
2 ; More Than 4 Sunday Paper 


with the largest 


PREDATED EDITIONS ON SALE 
. FRIDAY MORNINGS 


BOOMING 


Central Iinois is booming 
industrially and agricultur- 


ally. Reach a big chunk of 
it thru the DECATUR station, 


—— *ABO — 3.31-'42 — 85,653 
u —_ 
250 W. 1340. Ful) Time 
Sears & Ayer, | “P* 


Local help «! °™ 


WSOY 


# 


ree ed . 


P| We eres 


7 


C 


nati\ 
tisin: 
Duri 
ascel 
he wv 
the | 
ing 1 
M: 
Hom 
mar] 
of fz 
to de 
busi 
for 
asso 
publ 
1909 
strug 
tines 
class 


Lon 


Ve 
and 
ance 
indu 
Vani 
achie 
tion. 
Vogt 
Vogt 
laun 
Conc 

Th 
at C 
acre: 
Roac 
as a 
plate 
own 
licat 
put 
supe 
and 
pl ot 
deve 
Nast 
Elect 
Phot 
Ppa! 
ti 


fig 

pre 
por 
Cer 


eee - . . - 
pe a. os ae seg er. g ‘ ri eee hageer se Pl gs et aires ae ee ey os, es, ar ee Ea Vacs ae tg gee r s pee et aa a C5 ee eS ray i - ie he Pe A ian ee Rois ts, Oya ee a a a x “f * ni , ’ 
de hae Bae. 
Ps ag, 
, 3 = a es Sep 
: ae “ CS LL = 
oe a 
: ie a Po Co 
e a | 
. | wee 
+ ~ aaa . IC 
a ° 
ag ey ‘ c 
ew — ae ee 2 
ce oe ; ) : 
“Bee 
ogee. 
4 Ne 
: * St rvi 
Cond 
Cond 
oO a 
ape ¢ 
2 | Fo 
a st.nc 
.. 
a 
lie ae 
es | 
ar 
cary 
Po —C‘isCSCSCSCiés 
a i 
: ' 
cD. 
aah por a 
ae _ . ‘ SS $$$ -——— 
wal : | re 
SSeS Seo CSC 
thie -aittaeh 
ee 
“i 7 | Po 
4 E.. , 
wearin 25 
. ee 
4 i 
c , z a 
a P 
ia 1 
ile SCC 
‘eae i 
a bs 
a Di 
ia SCC 
co > 
ae Re i SANE tayo eee 
Tar is. . tS eget pe ty — - eo * + Me nrg 
ss ‘ 42%, A » tebe “¢ ~ “os Aa 1 - “2 «Ft ay sig 
¥;; a oP f - wt wy >. Xap -; m 6 ay 
“Tearerece - OT RS PE ne ae ng Soe * 
N 2 — “38 ae oe 
_ he a7 « 2 4 7 ~ * 
= is a —}. dir 
: = S on . a por 
r -, (ee ae 
— ee oS 
je ae x : ma - ey eee Uhi€ 
—— =— Riniit or, tee on 
ae = i a ' 1 Vot 
9 ae aes “ =k tiie nl Lae xe - = ee d re 
<a pees. Land é ‘pg: 
Alla: : ag ei E4 F Grae ee - a . 
a ie RP es * ey 2 ee Pee ota .. 
i ee Ta a ae Ay ne 3 . " 
Pe fae ss : : A % &y sa : a0 Te he my ae me ad 7. - . . : 
: bs de Fs 2.2 ot oud - Woe te Ie, ky is 
% oe es wn MS : aa" 
ee f ee B ie ‘a. os a, 7) 
: oe ae. Bhi se OP 
: ¢ x a _— , . ‘s a 
: o — pe ae Ey b ORE By a* Figs 
Say " — hs . ~ 4 ORS eT Y -% 
| Tei 60 —————— 
¢ é map 
ie, - ‘fu al A | 
per mre ‘ * 
mit pa ; ; 
re: " eh = : 3 - ‘ : . 
ote | 4 <<. 
, ma = | ! | : 7 , ee 
7 age 
=. . 
! ¥. 4 r . ji # a . : , : ° ; = . ' 
é * ler A : ae Y 7 a abe yy se hee aan EE Seles ane Oe pa : ‘ zane * ee ae oe AF Pie rit as : ; pe a 2 she = Gers Si PE gt 
pee See ay be % i. . Fun aa Casa De iy Oe | A a peg dy a Seer er he Ke oP ode eo CE ae tg Bk LORE a! nt eee a 2 
' Pape, SOS fe gh eames a” “aac” Ne ig Pie me tS Se) RS ae ek. ee ee ea ary Oe ce ETE Sp ge RE Ln. OR ee eae a hh gee See: the 
- Be vars ia a Me Pci < ple Oana cs Apr BORE Nee 1 ACRE OE SPO "9, ae, SPEC Nee ENO eS ane Way BS Te IT ee, Ae a 


al | VET 


he. 


aii 


September 28, 1942 


ADVERTISING AGE 


ane 2 See: ee 


31 


Conde Nast Dies; 
Pioneered in 
‘Class’ Magazines 


New York, Sept. 22.—Funeral 
services were held here today for 
Conde Nast, founder and head of 
Conde Nast Publications, who died 
o! a heart attack Saturday at the 
are of 68. 


For more than 30 years an out-| 


st nding advertising executive and 
publisher of class magazines, 
Nast began his 
career as a law- 
yer, receiving his 
degree at St. 
Louis University, 
after having pre- 
viously attended 
Georgetown Uni- 
versity. He prac- 
ticed law briefly 
in St. Louis and 


town classmate, 


Conde Nast 


returned to his 
native New York to become adver- 
tising manager of Collier’s in 1900. 
During the next few years his star 
ascended rapidly and by 1905, when 
he was named business manager of 
the Collier company, he was mak- 
ing in excess of $50,000 a year. 

Mr. Nast was co-organizer of the 
Home Pattern Company, which 
marked his entrance into the field 
of fashion. In 1907 he left Collier’s 
to devote his full time to the pattern 
business, although two years later, 
for a short time, he was again 
associated with Mr. Collier as joint 
publisher of The Housekeeper. In 
1909 he acquired Vogue, then a 
struggling 24-page magazine, des- 
tined to become a leader in the 
class field, with foreign editions in 
London, Paris and Argentina. 


Became Fashion “Bible” 


Vogue patterns became famous 
and the magazine itself won accept- 
ance as a “Bible” of the fashion 
industry. In 1913 Mr. Nast launched 
Vanity Fair, which 
achieved an international reputa- 
tion. Vanity Fair was merged with 
Vogue in 1936. House & Garden, 
Vogue Pattern Book and Glamour, 
launched in 1939, are the other 
Conde Nast publications. 

The magnificent Conde Nast plant 
at Greenwich, Conn., 
acres and famous as a Boston Post 
Road landmark, won wide renown 
as a producer of fine printing and 
plates, not only for the company’s 
Own Magazines, but for other pub- 
lications as well. The plant’s out- 
put was generally associated with 
superb graphic arts craftsmanship 
and pioneered a number of color 
photography and _ photo-engraving 
developments. Among the Conde 
Nast subsidiaries were Connecticut 
Electrotype Company, Stockinger 
Photo-Engraving and Printing Com- 
Pan 


and Depth-O-Tone Corpora- 
tlo 
lr. Nast became an important 
figure in real estate circles, as 
Pre-ident of Park-Lexington Cor- 
por tion, operator of the Grand 
Cen'ral Palace. He was also a 
director of Waldorf Astoria Cor- 
por: tion, 
lavish entertainer, Mr. Nast 
\. ost to leading personalities of 
the <tage, the arts and society in 
4) imptuous 30-room apartment 
on rk avenue. In 1934 he was 
vot one of America’s 10  best- 
dres ed men. A daughter, Mrs. 
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Mr. | 


then, at the bid-| 
ding of a George- | 


Robert Collier, | 


likewise | 


covering 31) 


Gerald P. Warburg, and a son, Ma}. 
Charles Coudert Nast, now serving 
overseas, survive. 


HARRISON HOLLIWAY 

Los Angeles, Sept. 24.—Harrison 
Holliway, 41, pioneer Pacific Coast 
radio figure, died suddenly last 
night. He was vice-president of 
Earle C. Anthony, Inc., and general 
manager of Stations KFI and KECA. 

Entering his chosen field in 1924, 


Mr. Holliway became _ associated 
with KFRC, San Francisco, in 1928 
and served with this station in 


-every capacity until 1936 when he 


came to Los Angeles to join the 
Anthony enterprises. 
He was known in the trade as 


the man who developed more top 
radio stars than any producer in 
the business. “Blue Monday Radio 
Jamboree,’ which led the way for 
radio variety programs, was per- 
haps his best known production. 
This two-hour program was devel- 
oped during Mr. Holliway’s asso- 
ciation with KFRC. 

He is survived by his widow, the 
former Edna O’Keefe, radio singer, 
and two children. 


EDWARD MEAD 

St. Louis, Sept. 23.—Funeral serv- 
ices for Edward Mead, 68, former 
St. Louis adman who died in New 
York City Sept. 18, were held here 
this week. Mr. Mead moved to 
New York two years ago to repre- 
sent the Woodward & Tiernan 
Printing Company. While in St. 
Louis he was associated with sev- 
eral outdoor advertising companies 
and was one of the original mem- 
bers of the Advertising Club of St. 
| Louis. 


HERBERT G. RICH 
Chicago, Sept. 23.—Funeral serv- 
|ices for Herbert G. Rich, managing 


| editor of the Brewers Journal, were | 


held here Sept. 12. He was 69. 
Mr. Rich was formerly secretary- 
treasurer of the H. S. Rich & Co., 
| former publisher of the Brewers 
| Journal, which was acquired 
years ago by the Gibson Publishing 
Company. Mr. Rich remained with 
the publication as managing editor. 


JOHN L. STEELE 

Cincinnati, Sept. 22.—John L. 
Steele, 77, business manager of the 
Cincinnati Journal of Medicine, died 
here Sept. 16 after a long illness. 
He was formerly business manager 
of the old Cincinnati Commercial 
Tribune. 


DEAN PALMER 

Saranac Lake, N. Y., Sept. 22.— 
Dean Palmer, 52, one of the owners 
of the North Shore-Long Island 
Daily Journal and vice-president of 
the Flushing Daily Journal Publish- 
ing Company, died here Sept. 19. 


WILLIAM S. MUDD 

Birmingham, Ala., Sept. 23. — 
William S. Mudd, 56, president of 
the Tuscaloosa News, and former 
| president of Alabama _ Associated 
Press members, died Sept. 19. 


D. R. WINKELS 

| Grand Rapids, Mich., Sept. 22. 
David R. Winkels, a member of the 
advertising staff of the Grand 
Rapids Press for 27 years, died at 
his home here yesterday after an 
illness of several months. He 
was 48. 


F. W. BUTTERFIELD 

| Rochester, N. Y., Sept. 22.—Frank 
W. Butterfield, 39, associated with 
the General Outdoor Advertising 
Company for a number of years, 
died Sept. 18. He had _ recently 
joined the Rochester products divi- 
| sion of General Motors Corporation. 
= 


Lazarus Leaves Warner 


| Bros. to Join Buchanan 


Paul N. Lazarus, Jr., in charge of 
business paper advertising and sales 
promotion for Warner Bros. Pic- 
tures, New York, has resigned to 
join the copy staff of Buchanan & 
Co., New York. 

Gilbert Golden, who has been 
| handling Warner’s consumer adver- 
tising in newspapers and magazines, 
has been named advertising man- 
ager in charge of both consumer and 
j trade advertising. 


| 


| branch. 


five | 


_ Private Lines 


The impending squeeze on print- | 
ing papers and packaging materials 


is evident in the Department of 
Agriculture’s lumber production 
estimates for the current year. 


Pulpwood requirements—for paper, 
containers, plastics, rayon and simi- 
lar products—are estimated at more 
than 15 million cords, compared | 
with a 1936-40 average of 9.3 mil- 
lion cords. 

Paperboard will largely replace 
critical lumber in crating for export 
during the coming year; military 
consumption of nitrated pulp in 
munitions and plastics is skyrocket- 
ing; and a host of products is being | 
developed in which paper substi- 
tutes for critical metals and fibers. 
Paperboard cans, coat hangers, dust 
pans, fabrics and rope are only 
forerunners of an almost “fabulous” | 
procession of new uses. 

* * * 


Novelty manufacturers who have 


| been pushing “Axis buster” banks 


of plaster and other patriotic “safes” 
for coins will receive a slight set- 
back from the latest Treasury cam- 
paign to stop the hoarding of coins. 
The demand for new coins, partly 
due to the popularity of juke boxes 
and gambling devices, partly to 
automatic merchandisers, and partly 
to booming business, has kept the 
mints busy coining 30 tons of metal 
into pennies, nickels, dimes, quar- 
ters and halves each 24 hours. 
Now the patriotic slogan is “turn in 


the coins,” and save war savings 
stamps instead. 
* * * 
One of the toughest problems 


facing WPB Chairman Donald Nel- 


son is the selection of a successor 
to George A. Renard, chief of the} 
WPB’'s printing and_ publishing 


Mr. Renard, executive sec- 
retary of the American Association 
of Purchasing Agents, has filled the 
post for more than a year on a 
part-time basis, while Deputy Chief 
E. W. Palmer has actually admin- | 
istered the industry’s problems. Mr. 
Renard would like to retire, so a 
full-time man can guide the critical 
job ahead. If old WPB principles 
are applied, a chief must be found 
outside the industry. But the rule 
requiring that the top man in each 
industry must come from another 
field has already been broken in the 


iron and steel branch. So some 

quarters, particularly the book pub- 

lishing fields, are pushing Mr. 

Palmer for the post of acting chief. 
+ + + 

One research chemist can _ stop 


worrying about expenses and con- 
centrate on next year’s. taxes. 
Fifty-year-old A. A. Robbins, who 
only a year ago operated a one-man 
laboratory while his wife earned a 
steady salary in a Pomona, Cal., 
pump factory, came up with a new 
non-metal container for motor oil. 
Royalties from Macmillan Products 
Corporation, which added him to 
its research staff, now amount to 
$25,000 a year. Plastics applied to 
an all-fiber container provided the 
solution to the problem and Mac- 
millan, which has started advertis- 
ing its newest package (ADVER- 
TISING AGE, Sept. 7) has offered the 
process to the industry. Tin cans 
for motor oils are out after Sept. 30. 
a aa + 

Official release of the joint Army, 
Navy and Maritime Commission 
statement on advertising allowances 
(ADVERTISING AGE, Aug. 31) was 
held up this week because copies 
of a corrected draft were widely 
circulated privately by one of the 


advertising trade associations. This 
“breaking of the release date” has 
caused some embarrassment in 


Washington because it was felt that 
further re-writing of the statement 


could clarify it, and make it a 
stronger endorsement of the in- 
dustry. 


* * * 


Meat dealers who have been dis- 
playing the promotional material of 
the American Meat Institute to 
“sell more meat,” will soon be dis- 
playing red, white and blue decal- 
comanias bearing the patriotic slo- 
gen, “Eat Less Meat.” They will 
be distributed to the dealers by 
OPA’s rationing division. 


| Lawrence 


Admen in Washington are ques- 
tioning whether the point of dimin- 
ishing returns has been reached in 
the motion picture war bond drive. 
Last week one first-run theater in 
Washington carried five war bond 
trailers. 


* oa * 


Quickie of the week: Handed an 
“off the record’ pat by Senator 
Charles Andrews of the Petrillo 
subcommittee, OWI director Elmer 
Davis replied, “If you will only 
remember that, Senator, when we 
come up to ask Congress for some 
monev 
$ ¢ * 


Clear Channel Broadcasters’ 


| Washington representative, Vic 
Sholis, will receive some comfort 
from an aside remark made by 


AFM counsel Joseph Padway at the 
Petrillo subcommittee hearings. 
Told that Elmer Davis and James 
Fly had stressed 


necessity of keeping a normal flow 
|of transcribed and recorded music 
to build audiences for small local 
stations serving rural communities, 
|Mr. Padway remarked, “The listen- 
ers can get all the music they need 
from the big stations.” 


Syndicate Buys Hoosier 


Hoosier Mfg. Company, New- 
castle, Ind., manufacturer of kitchen 
cabinets, has been sold to a Cin- 
cinnati syndicate comprised of Rose 
Brothers Enterprises, Moskowitz 
Brothers and Coleman Harris Com- 
pany. The company will complete 
its contracts, but is expected to be 
entirely converted to war produc- 
tion in 60 days, making wooden 
cabinets and lockers for the govern- 
ment. 


Tells of Conversion 


Columbian Steel Tank Company, 
Kansas City, has sent out a brochure 
|explaining that it has converted to 
production of tanks for the storage 
and transportation of vital liquids, 
and illustrating the products it is 


the now manufacturing. 


“Touchdowns” in Green Bay... 


™ 


GEQKOIA 


WWL Daytime Coverage 
PRIMARY and SECONDASY 


You get both with: 


NEW ORLEANS 


50,000 watts 


- - clear channel 


You don’t hear much except football talk in the home town of 


the Green Bay Packers. 


Yet occasionally a Green Bayite will 


hear, and drop a friendly line to, Station WWL, New Orleans. 


These distant listeners aren't for sale 


they're free. The real 


value of WWL to advertisers lies in its concentrated power and 


prestige right here in the Deep 


South, where it’s 


The greatest selling POWER 


in the 


CBS Affiliate—Nat'l. 


South’s greatest city 


Representatives, The Katz Agency, Inc. 
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Concentration in 
Furniture Making 
Forecast hy Adams 


‘Continued from Page 1) 


which ended the use of steel to 
make springs and the use of springs 
after Oct. 31. “One of 
groups recently organized empha- 
sized the small value of steel used 
in springs in comparison to the 
value of the finished product,” Mr 
Adams recalled. “Any quantity of 
steel used for non-essential pur- 
poses is that much less for ships, 
tanks, aircraft and guns.” 

Another point at which he slashed 
“business as usual” practices con- 
cerned markets. “After the indus- 
try’s own advisory committee 
passed a resolution recommending 
that no more markets be held this 
year, for several important and ob- 


the protest 


vious reasons,” Mr. Adams. said, 
“two markets were called I have, 
therefore, recommended that the 


War Production Board issue an 
der prohibiting all markets except 
as specifically permitted by the di- 
rector general.” He said he was 
glad to write off the market fiasco 
“misunderstanding.” 


or- 


as a 
To Curb Furniture Making 

The WPB official said flatly that 
output of non-critical materials 
must be curtailed, even where crit- 
ical materials not involved 
“This curtailment necessarily will 
mean that production of furniture 
will have to be drastically cut,” he 
said. 

In discussing 
centration which must take place, 
Mr. Adams said: “This raises the 
problem as to how this lowered ci- 
vilian output is to be spread among 
existing plants. From the viewpoint 
of the national interest, it is 
undesirable that reduced piroduc- 
tion be met by part-time produc- 


are 


the industry con- 


most 


tion.” 
Industry May Offer Plan 
He then described the general 
concentration plan, pointing out 
that nucleus plants permitted to 


continue peacetime manutacture 
would probably be in areas where 
neither power nor labor shortages 
existed, and said “strong considera- 
tion will be given to smaller plants 
as nucleus plants,” larger 
plants are better equipped for war 
conversion 

“The industry,” Mr. Adams prom- 
ised, “will get an adequate, but 
strictly limited, time in which to 
offer a plan for such inter-firm ar- 
rangements. The plan will be sub- 
ject to government acceptance or 


because 


FOR A GOOD 
DAYS WORK IN 
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COMPLETELY RATES FROM $3.2 
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Although all classifications of linage in dailies are lower for the Jan. |-Aug. 31 
period this year, compared with the 1941 period, gains during August alone are 
chalked up by retail and general classes, with total display advertising up .? 


per ceni. 


Chart by 


Media Records, Inc. 


modification. Where necessary, the 
WPB will promulgate its own plan 
of intra-industry commercial ar- 
rangements. In industries, 
concentration plans may be put into 
effect without these features.” 

The government board will make 
every effort to get nucleus plants 
adequate raw materials to operate 


some 


at the specified volume, he said, 
adding that changes in the per- 
mitted level may occur as the war 


continues, 
Wood Shortage Told 


The furniture were told 
that they had previously enjoyed a 
favorable position, largely 
they used little critical materials 
and their chief product and mate- 
rial, wood, was to be had in plenty. 
The — situation changed, Mr. 
Adams said, revealing that the gov- 
ernment will need (including 
sential civilian uses) about 38 bil- 
lion board feet, with estimated 
lumber production running about 32 
billion board feet Hardwood lum- 
ber consumption is estimated at 6 
billion feet; estimated pro- 
duction is between 5 and 5!» billion 

He strongly advised the manu- 
facturers to get into war work, 
adding that he knew the finding of 
such work is a hard nut to crack 
and “you'll have to use the best 
nutcracker you can get your hands 
on. 


makers 


because 


has 


es- 


board 


Names DuPlantier 


McGraw - Hill Publishing Com- 
pany has appointed T. D. DuPlantier 
as market research manager for 
Electrical Buyer's Reference, Elec- 
trical Contracting and_ Electrical 
World. For the past 14 years he has 
been in the power sales department 
of New York & Queens Electric 
Light and Power Company. 


Named Radio Director 

Arthur J. Daly has been ap- 
pointed radio director of William H. 
Weintraub & Co., New York. He 
was formerly with N. W. Ayer & 
Son, New York. 


‘ 


in one piece 
space and 
Speeds up 


‘balancing act’ that 
attracts the eye to your product 
from ‘way across the store a 
perfect three-dimension facsimile of your 
cans or cartons, stacked six high or more, 
and topped with a colorful sales message! 


Can't tumble down 


and for you, at the point-of- purchase! 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabash Ave., Chicago, Illinois 


Here is a 


the entire stack is all 

Takes little counter or window 
does not obstruct light or view 
stock turnover for your dealer 


Making yew 


Phone CALumet 7200 


Fur Industry Ads 


Appeal for 50,000 
Seamen's Vests 


New York, Sept. 23.—Asking wo- 
men to “put your old fur coats on 
active duty,” the nation’s fur indus- 


try has inaugurated a campaign to 
collect discarded furs which even- 
tually will blossom out as vests for 
merchant seamen. Known as the 
Fur Vest Project of the War 
Emergency Board, its goal is the 


manufacture and distribution of at 
least 50,000 fur-lined vests, or an 
average of 15 for each of 3,000 ships. 

Nearly 5,000 workers within the 
industry cleaners, dressers and 
cyers—have pledged 10 hours of 
their free time toward making the 
vests, and management has 
tributed machinery, tables, chairs, 
mailing boards and money. Retail- 
ers throughout the nation have sup- 
ported the drive in newspaper and 
radio advertising, and contributed 
window and interior displays dra- 
matizing the appeal. 

Free advertising mats and posters 
available to retail furriers and 
department stores, and the National 
Retail Dry Association got 
behind the appeal by sending its 
members a special bulletin explain- 
ing the plan in detail, suggesting 
copy slants and promotional stunts: 
The Fur Vest Project started the 
ball rolling itself by placing page 
ads in Fur Age Weekly, Fur Trade 
Review and Women’s Wear Daily. 
Retailers from all parts of the coun- 
try fell into line by running special 
Fur Project ads or inserting small 
biocks of copy in regular ads. 

Macy’s department store in New 
York donated an entire 34th street 
window to the project this week and 
Genung’s department store, White 


con- 


are 


Goods 


Plains, sponsored a 15-minute ap- 
peal over Station WFAS in that 
city. A 15-minute sustaining pro- 


gram backing the campaign has also 
been scheduled by Mutual Broad- 
casting System. 

When shipping collected garments 
to the Fur Vest Project, stores have 
also been asked to send along names 
and addresses of the donors, in 
order that they may receive official 


acknowledgment of their contribu- 
tions. 
Grey Advertising Agency is 


handling the account. 


Wallace to Air Lines 

D. B. Wallace, special representa- 
tive of the Canadian Pacific Rail- 
way, has been appointed assistant to 
the vice-president and general man- 
ager of Canadian Pacific Air Lines 


Prior to 1941, Mr. Wallace was on 
loan to the British government as 
administration manager of the At- 
lantic ferry bomber service. 
Funnell to Hoyt 

Cc. L. Funnell, formerly with 
Buchanan & Co., New York, has 


joined Charles W. Hoyt Company 
New York, as an executive in the 
copy department 


ay ye Sa OWE te 


Cdve visi 


'\ Market Plac 


ill 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents a 
cash with order. 


All other classifications (single insertion rates): % 


$4.75 per inch. 


Wanted,” 


“Representatives Wanted,” i 
line, minimun charge $1. Te - 


- 


in., $2.75; 1 to 


CAPITAL TO INVEST 


$2,500 or more, plus a substantial 
earning capacity by better than ave! 
ave subscription salesman who has 


had experience as publisher 
ADVERTISING SALESMAN 
WANTED AS PARTNER 
Prefer association with thoroughly 
trained advertising salesman with 


editorial and publishing 
My idea is to start 


experience, 
new paper in 


some prosperous community or to 
buy unsuccessful paper to be devel- 
oped 

Will consider any publishing prop- 
osition anywhere in which subsecrip- 
tion selling is essential. 


Am occupied at present and mak- 
ingg moneys 
Box 3809, ADVERTISING AGE, Chero. 
BUSINESS OPPORTUNEPY 
Business paper publisher offers a 
large private office in modern build- 
ing, mid-town, east side Completely 


furnished, Telephone and message 
service provided Reasonable rent to 
publisher’s representative 

Box 3804, ADVERTISING AGE, N. Y. 

HELP WANTED 

Secretary and assistant to business 
paper editor; familiar with mechanics 
of getting out a paper; proofreading; 
<ome writing. Give experience, refer- 
ences, salary in reply. 

Box 3789, ADVERTISING AGE, Chgo 


POSTTIONS WANTED 


SPACK SALESMAN 
Oct. 1, young man, 30. 
selling newspaper space to 
national accounts, Have also done 
promotional work Desire connection 
with newspaper representative,  o1 
akvency space. buyer, or advertising 
dept. in large firm doing newspaper 
“dy Married two children, draft 
status SA dere excellent 
health, avgressive, unlimited energy 
to doa banw-up job for you Chicago 
location only 

Box SSO8, ADVERTISING AGI 
Promotion 
Advertising Exe 
in diversified public 
forceful speaker and 
write trained; newspaper 
and agency background (ientile; 45 
vears of age, in vizorous health, Open 
for worthwhile connection in any of 
the following fields Kine 
Paper Manufacturing Com- 
pound Manufacturing 
tox S805, ADVERTISING 


Public Relations 
Woman editor national business pub 
lication seeks connection as director 
of public relations with well known 
industrial organization, Unusual back 
xround and experience 
Box S808, ADVERTISING 


Avuiilable Ten 


years exp 


College 


expert 


utive 
relations 


jeveruge, 
Cleaning 


AGE, N. ¥ 


AGE, Cheo 


POSITIONS WANTED 
Successtul Sales Executive in he 
harmaceutical Field (huatlitiv 

for Much Better Job 
This is his 20th yvear with the 
company and requires a higher 
larger “ceiling” for his capabili 
His work has covered all phase 
the drug business, wholesale, re 
hospitals and institutions, indus 
hospitals, as well as supervising 
and detail work His World Wat 
1 training covered every branch 
hospital, Served as non-commissi 
officer (Sergeant Ist Class) in a 
hospital in both St. Mihiel and Me 
Aryvonne offensives 
Matriculated at University of Cir 
nati Pre-medic work (two se! 
ters). Changed to pharmacy 
vraduated from the Cincinnati ¢ 
lege of Pharmacy Registered »p 
macist in Kentucky and Ohio 
During his edueational period 
worked in a large hospital in ch 
of the pharmacy, as surgical a 
ant, instructor of nurses, and a 
thetist Taught Materia Medica 
vears in College of Pharmacy 
Spent nine vears with present 
pany detailing doctors and anol 
vears supervising 38 sales: 
detail men in the field 
At present he is in charge of hos) 


ind institutional sales in the I | 
States and Canada, all biolog 
ales and sales of livestock re 
dies, including veterinary biologi 
Ile wa born and raised on a kh 
tucky farm, is married and has 
children In perfect health A 1] 
erence that could , possibly be 
sired will be furnished eladly 

As a preliminary to an interview 
vou please address Box 3802, c/o A 
VERTISING AGE, 100) Kast ) 
Street, Chicago, Illinois 


REPRESENTATIVE AVAILABLE! 
Am oven to handle one addital, trade 
or class pubn, in Mid-West oxy 
enced, know awvencies, draft-free 


Box 38807, ADVERTISING AGE, C1 
VMISCELLANEOLS 


“KROM-A-TONE” Post Cards 
Newest, 
advertising any 
pus 

camp 


most economical method 


‘ollegre «¢ 


product. ¢ 


Views, scenie Views rvilit 
illustrated 
Samples and prices uj 
Arts Photo 


Hamilton, oF 


Views, and advert 


ing cards 


Ser 


request Graphic 
Market 


300 Street 


stock suitable 


SALE: 


FOR 
Post 


Tar 
1h 
14% x 21%, basis 24 x 36 
M Publisher 
and offers lot of 212 


Taw now cut 
234 Ib 
discontinuing post 
insert rean 


Amet 
Dep 


seotnitbole 
Axvriculturist 
Savings 


York 


Sample on request 
Advertising 
bank 


ment Building, ttl 


New 


Informative Label 
Held Essential in 
Price Regulation 


New York, Sept. 23. 
sion of informative labeling is a 
measure essential to the successful 
execution of the wartime price con- 


The expan- 


trol program, the National Con- 
sumer - Retailer Council declared 
this week in issuing its annual 
report. 


Harold W. Brightman, vice-presi- 


dent of L. Bamberger & Co., and 
NCRC chairman, pointed out that 


“an integral part of the job of mak- 
ing price regulation work is to safe- 
guard the quality of consumer 
goods, for widespread and unneces- 
sery deterioration would jeopardize 
the entire price-control structure. 


Price-Quality Guide Needed 


“What is needed is to establish 
a price-quality relationship. In- 
formative labeling represents one 


method by which such a relat 
ship can be set up with comparative 
speed at small expense,” he said 


Reporting progress for its own 
informative labeling program, e 
Council observed that consumers 
will not resent substitutes w! 
their use is necessary. “But they 


want to be informed of their pres- 
ence, to be told both their adyin- 
tages and limitations and to know 
how to use and care for them 

to obtain maximum service. F:iom 
the standpoint of consumer relations 
alone, it is highly important 


these facts be made availabl. to 
consumers. Informative labeli: s 
the method by which it can be © one 


most effectively.” 
Use of Material Growing 


The use of NCRC 
educational groups is 
rapidly, the report said. Two t ol- 
sand copies of the Council n- 
formative labeling manual are ng 
used by consumer organizatio! 
by teachers as a labeling text 
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WCOP - reper 
HEADLEY-REE 


WCOP has proven to be the most convenient and 
© economical testing station in the East 
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When It’s a Question 
of Choosing Markets, 


The Market Data Book 


Comes in Mighty Handy! 


\dvertising departments and adver- 
tising agencies have found that The 
Market Data Book serves an almost in- 
finite number of uses in merchandising, 
marketing. advertising and _— selling. 
There’s hardly a merchandising, sales 
or advertising problem related to mar- 
ket statistics or market analysis that 


this remarkably complete. authentic. 
and easy-to-use volume cant help to 


solve. 


One of the most valuable uses of the 
hook is in determining markets for spe- 
cial sales and advertising efforts and for 


allocating the available appropriation 


to those areas in which it is likely to 


do the most good. 


For example. R. W. Moorhead, Jr.. 
advertising manager of Brown-Forman 
Distillers Corporation, tells this actual 
instance of the use of The Market Data 
Book in allocating advertising funds: 

“lL am constantly referring to this 
book when faced with problems as to 
where our limited advertising budget 
should be spent. and in what markets. 
It is certainly most helpful to me in 
Various 


assimilating — the markets 


throughout the country. 
“Por example, we were faced with 


the problem of how to divide up our 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 

KGNC, Amarillo, Texas 

KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

<SD, St. Louis, Mo. 

“SL, Salt Lake City, Utah 
STP, St. Paul-Minneapolis, Minn. 
“TSA, San Antonio, Texas 
TUL, Tulsa, Okla. 


Jon Lee Network 
ouisville Defender 


fedia Records 
fichigan Advertising Distributing Co. 
‘ilwaukee Transportation Advertising 
‘inneapolis Star Journal and Tribune 
‘issouri Ruralist 


For reference data on these media consult the 
MARKET DATA BOOK: 


Look it up in the Market Data 


Moline Dispatch 
Molton Distributing Co. 
Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week Magazine 
Topeka Daily Capital 
Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WFEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Book! 


advertising dollar in the state of Wis- 
consin, and wanted to know if the liquor 
volume done in the state followed the 
population trend. By referring to The 
Market Data Book we naturally decided 
that a large portion of our fund should 
be spent in’ Milwaukee. Then it) was 
necessary to decide which other towns. 
if any. should reeeive part of our ad- 
vertising dollar. By referring to The 
Market Data Book we found that Madi- 
son, the No. 2 city in the state, had a 


population of O7.447 versus Racine, the 


No. 3 city with 67.195. 


“As far as population there is very 
little difference, but in referring to The 
Market Data Book. we found that a 
Madison family’s retail sales amount to 
S82 for liquor in comparison with the 
lL. oS. average of S57. and a Racine 
family’s retail sales amount to S105 
versus the U.S. S57 average and the 
Madison S82 average. Also by studying 
The Market Data Book we determined 
that Madison liquor stores numbering 
six did $145,000 in volume while Racine 
with four did $120,000. Madison had 


79 drinking places doing $1.429,000 
volume and Racine had 166 doing S1L.- 
T97.000 volume. Adding the drinking 
places’ to the liquor stores’ volume, we 
find it is much the smarter merehandis- 
ing policy to advertise in Racine rather 


than Madison.” 


Vietor A. 


Hunter, advertising man- 


ager of Pepsodent, has this to say: 
“You may be sure that the book has 

been used during the course of the year, 

assisting us to allocate our advertising 


expenditures throughout the country.” 


And L. LL. Johnston, Western Auto 
Supply Company. reports: 

“The statisties here provided are in- 
valuable to us... Sueh material is also 
useful to us in budgeting, and in’ the 


selection of radio stations for our use. 


Dale Wylie. sales promotion manager, 
Iron Fireman Mig. Company, says: 

“This book is having important use 
in connection with the making up of 
quotas and evaluating individual terri- 


Joseph BF. Hardy, advertising manager. 
Brillo Mig. Company. declares: 

“The book is serving to real advan- 
tage in determining ways of meeting 
marketing situations in various sections 


of the eountry Fe 


And Herbert D. Sehneidau. Weeson 
Oil & Snowdrift Sales Company, says: 

“We are very glad to have this hook, 
since it aflords a fine reference for use 
in making up sales and advertising plaus 


in various markets.” 


As these and scores of others testify: 
when it's a question of choosing markets, 
The Market Data Book comes in mighty 
handy! Make sure youre getting full 


use out of your copy. 


The Market Data Book is a proven time-saver for the national advertiser and his 


agency 


combining in one standard reference work all the information which other- 
wise could be obtained only by referring to a dozen or more sources, 


Make sure 


that all those who have to study markets and media in your organization ore thor- 
oughly familiar with the tremendous time-saving value of the Market Data Book. 
It’s standard equipment in the busy office which has to work with facts and figures. 


THE MARKET DATA Book 


Published by Advertising Publications, Inc.. publishers of Advertising Age 
and Industrial Marketing 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Lad. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
Russ Bldg. 
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Coffee Industry 
Completes Final 
Fall Ad Plans 


New York, Sept. 24.—Final plans 
for an industry campaign embracing 


Magazines, newspapers and radio 
were completed today by a joint 
committee representing the Pan- 
American Coffee Bureau and the 


National Coffee Association. 

As previously forecast in ADVER- 
TISING AGE (Aug. 17; Sept. 14), the 
drive will feature the theme “Too 
Good to Waste.’ Color insertions 
of two-thirds and one-half pages 


have been prepared for October, 
November and December issues of 
The American Weekly, Country 
Gentleman, Good Housekeeping, 


Ladies’ Home Journal, Life and The 
Saturday Evening Post, while news- 
paper copy will be run in a number 
of cities throughout the country 
during the week of Oct. 5. 

As already reported (ADVERTISING 
AGE, Sept. 14), the radio drive con- 


sisting of participations on home 
economics programs over 30 stations 
started this week. J. M. Mathes, | 


|Inc., is the agency. 


Jim Johnson oe 
Joins Stagg-Finch 


Jim Johnson, 
general sales manager 
Distillers Corporation, 
has joined Stagg-Finch Distillers 
Corporation, New York, recently- 
formed Schenley subsidiary, as gen- 
eral merchandising manager. 

The post of assistant general sales 
manager at Calvert’s has been taken 
over by J. A. Gollin, who has been | 
advanced from advertising and sales 
promotion manager. E. E. Gutten- 
berg, Calvert’s assistant ad man- 
ager, will take over Mr. Gollin’s | 
former duties as advertising man-| 
ager. 


formerly assistant 
of Calvert 
New York, 


Nelson to Vultee 

Herbert O. Nelson, formerly with 
the Los Angeles office of Knollin 
Advertising Agency, has. been 
named public relations director for 


| Vultee Aircraft Company. 


Rheem Promotion 
Will Explain 
War Conversion 


New York, Sept. 24.—With copy 
keyed to telling the public how 
engineering and production experi- 
ence enabled the company’s quick 
conversion to war _ production, 
Rheem Mfg. Company, Washington, 
D. C., will release its first major 
advertising drive next month. Bleed 
pages will appear bi-weekly in 


Business Week, Newsweek and Time | board of direc- 


and monthly in Fortune. 

Occasional newspaper copy in 
plant cities has also been scheduled, 
with initial ads featuring Rheem’s 
Army-Navy “E” award. Before con- 
version to war production the com- 
pany had six plants manufacturing 
steel drums, pails, storage tanks, 
water heaters and other metal prod- 
ucts. It now has 13 war plants in 
12 U. S. cities and two in Australia. 


J. Walter Thompson Company was 


'recently named agency. 


NBC Admitted fo 
NAB Fold; Avery 
Succeeds Pellegrin 


Chicago, Sept. 24.— With chief 
emphasis on organizational work, 
the National As- 
sociation of 
|Broadcasters 


|tors and sales 
managers com- 
| mittee met here 
this week. One 
lof the highlights 
|of the meeting 
|was the. ex- 
| officio attendance 
of Lewis Avery, 
former Free & 
Peters account 
| executive, who 
{has been named director of broad- 


Lewis Avery 


— 


cast advertising for NAB, succ: 
ing Frank Pellegrin. 

The National Broadcasting Con 
pany, which had applied for mem 
bership in NAB, was admitted 
membership by the board of dj 
tors. Niles Trammell, NBC p 
dent, was in Chicago for the sess) n¢< 
|and sat in on some of the meet 
|/in an unofficial capacity. F. \. 
| Russell, vice-president in the Wa. }- 
ington office of NBC, will be a pn w 
| director of NAB. 


The association also admit eq 
|three stations to members! p. 
KFAR, Fairbanks, Alaska; KL’ FP 


| Galveston, Tex.; and KTHS, t 
| Springs, Ark. 


Mr. Avery, well-known in 


ie 
broadcasting field, joined Free & 
* | Peters in 1940 after six years w th 


| WGR-WKBW as head of the B f- 
falo stations’ sales department. [Ie 
has served as chairman of the so es 
| managers’ committee, and is a f r- 
|}mer agency man, serving with B t- 
ten, Barton, Durstine & Osborn fr m 
1930 to 1932. He takes over or 
NAB in Washington Oct. 1. 


John M. Outler, WSB, Atlar a, 
|chairman of the sales manag rs 
committee, told ADVERTISING / GE 
that most of the sales manages’ 


session was concerned with inter: al 
| organizational work. : 

| One of the topics which the dir: °- 
|tors discussed was the rising im- 
portance of local selling. Increas.d 
|emphasis on cooperation with - 
| tailers, drives to get more local 
business, and exploitation and pu)- 
licity were discussed. 

| Although the directors adopt 
ne formal resolution, they gi 
100 per cent approval to the gov- 


ernment’s suit against James 
Petrillo’s American Federation of 
Musicians. The board adopted a 


resolution pledging ‘“‘alJ-out” coop- 
|}eration with the government’s wa: 
| program. 

| In this connection, Neville Mill 
president of NAB, announced th 
19 district NAB meetings would b« 
| held, beginning in Worcester, Ma 
Oct. 19 and ending in Philadelph 
|on Dec. 10. War and radio’s part in 
its prosecution will provide the 
|theme for the meetings, which will 
| be attended by representatives of 
| the Army, Navy and government 
agencies. 

| Niles Trammell sketched the out- 
|line of a proposed study by NBC 
| and NAB to the directors. The study 
| would delve into the relationship 
| between advertising and expansion 
|of production and technological de- 
| velopments, and would provide a 
| beginning for much post-war plan- 
| ning. 


Nash Meets in Detroit 
| The entire distributing organiza- 


tion of Nash-Kelvinator Corpora- 
tion was brought to Detroit Sept 
21-24, for the corporation’s first 


wartime convention. Purpose of the 

|meeting was “to give the organiza- 
|tion first-hand knowledge of the 
/tremendous war job the industry is 
| doing.” 


Gets Jewelry Account 

S. Duane Lyon, Inc., New York, 
'has been named agency for Gail 
|Kennedy’s plastic jewelry. Mxza- 
| zines and newspapers will be used 


} | 


when you think of SPO 5 
... think of John Bla’! 
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PHOTOGRAPHIC REVIEW 


TRIBUTE TO RAILROAD WORKERS 


ome day, and there be wae — wo hmager my Lit 


at me from thet bill «er lived her, but 2 man. § railroad man! fad in b he and bee bud 
Hie knew the exact theme 1d be bey 


You o 


te tie 


tek 


+ comme with a theca som, aad it's my country, whose lives are at etalk 
mobile guns and all the dive-bombers they can and I can't fail sad 1 won't 


Published as @ tribute to the raiirood workers of Americe 


NEW YORK CENTRAL Ga 


Invest in Victory... Buy United States Wor Bonds and Stamps » SYSTEM 


New York Central System arouses the emotions of America's railroad men, as 


~ 


pror 


the average citizen, with large-space newspaper and magazine copy 
» that the railroads’ job of supplying armed equipment will be filled. 


WAR BOND MASTERS OF CEREMONIES 


Continuing plans for Chicago's noon-day bond and stamp rallies get a going-over 
at this dinner session attended by (left to right) H. W. Dickhut, Diversey Corp.; 
Richard Drake, Felt & Tarrant Mfg. Co.; Charles Lilienfeld, National Tea Co.: 


Paul Truesdell, Universal Oil Products Co.; George Simons, General Electric 
X-Ray Co.; Herbert Webb, Modern Marketing Service; and James B. Keithley, 


a. 

These o 

country 
@MCig¢ 


Montgomery Ward & Co. (Story on Page 30). 


STARTS NATIONAL POSTER CAMPAIGN 


JM ~mGHIE 
"3 a * 


» the first of a series of 24-sheet posters to appear throughout the 
or Padre Vineyard Co., Los Angeles. Schmidt Lithography Co., San 
prepared the series and John H. Riordan Co., Los Angeles, handles 
the account. 


OF THE 
WEEK 


‘CYCLE SWING 


The wartime trend to bicycling is re- 

flected in this novel display, produced 

for Hoffman Beverage Co., Newark, by 

Einson-Freeman Co., from a direct color 

photograph. A third dimensional effect 
is employed to add realism. 


OFF FOR BRITAIN 


Whirlwind international trips are no 
novelty to John F. Royal, NBC vice-presi- 
dent who only recently returned from 
Mexico City. Here he is shown saying 
good-by to his bride of a few days, 
Leonora Corbett, star of the Noel 
Coward play, ‘Blithe Spirit,” as he 
boarded a clipper for England. While 
abroad Mr. Royal will have a series of 
conferences with british officials to plan 
a new series of short-wave programs from 
Britain to America. 


TO WOMEN 


Red, white and blue posters, along with 

window displays of appropriate products, 

will be used by variety store chains 

during October to attract the wartime 

woman market. Chain Store Age is 

backing the promotion, with manufactur- 
ers participating. 


‘HE'S JUST MY BILL’ 


“Friends wonder. 
what. I see in him!” 
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Velvet-suds IWORY SOAP 


Somewhat reminiscent of the late Helen Morgan and her rendition of "He's 

Just My Bill,” this new type of Ivory soap copy is due for extended use in 

magazines by Procter & Gamble. Aside from the typography and conversational 

copy, the layout is unusual in that it eliminates a reproduction of the Ivory 
package. Compton Advertising is the agency. 


EMMCO SIGNS FOR GRID BATTLES 
Titie 


Meee. 


A large user of radio in South Bend for several years, Emmco Insurance Com- 
panies has branched out this year to sponsor a WOWO package of I! Big 
Ten and Notre Dame football games this fall. At the contract signing cere- 
monies are (left to right, proirlt C. A. MacDonald, president, MacDonald-Cook 
Co., which handles the account; H. C. Williams, vice-president of Emmco; T. F. 
Shortall, Emmco sales manager; (standing) F. V. Webb, WOWO-WGL sales 
manager; K. L. Snedecor, vice-president of the agency; and W. J. McEdwards, 
NBC spot sales, central division. 


CALLS FOR WARTIME SACRIFICES 


\ 
\ 
* 
a 


We'll walk barefoot in America if necessary 
TO SAVE RUBBER:::TO WIN THIS WAR 


R BRER ic « vital necessity of war. There's « «re hortage of ® s 
rubber and every ounce must fight 
i ee oe ee 

Most of the rubber in use in Americs ix on the tires on our lomily ’ 
cars. These tires and these cars must be hept gow de , » 
mecessary transportation to take men to work, wom A yer” teed 

Yat 
children to school. Without the private cars necessary nd tus 

he ts. hake - 
driving, American life and America’s war effort would bog down . ay 

Me be fla weet 
Drive only when absolutely necessary. Always drive under M miles Ne d regular ' “ 
anhour. Follow the common sense rules given her: a sali . é ested 

”" hed wt ° 


Rubber might easily win or lowe this war, and you and 5 


can help win it (5) ¥ stm ain bar ave sams endian Gov © 


UNITED STATES RUBBER COMPANY et 


-- 


U. S. Rubber Co., in the forefront among advertisers who have urged car con 
servation, pooling, and mileage budgeting. issued this dramatic appeal in 
newspapers at the same time that the government was announcing that nationwide 
gas rationing will be imposed to save rubber. Campbell-Ewald Co. handles the 

account. 
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Americans possess a “Secret Weapon” 
which neither the Japs nor the Germans 
can ever steal—a native sense of humor. 


Sure, we know war is grim business. 
And we can take it—the work, the sacri- 
fice, the suffering —with chins up and eyes 
straight ahead. But in the face of it all— 
we still know how to smile and laugh. 


America’s millions—men, women and children— 
are turning in ever increasing numbers to “the 
comics” for relief... for relaxation... for recess 
from constant strain. 


For more than 40 years, Puck-The Comic Weekly 
has been the leading exponent of American humor. 
Distributed to more than six million families 
through 15 great Sunday newspapers from coast 


a 


WELCOME 


to coast, Puck today has assumed a new responsi- 
bility—that of helping to sustain national morale 
by entertaining the millions on the home front. 


Favorite of the Armed Forces 
A recent survey, made under the direction of 
a Columbia University professor revealed that, 
among the nation’s soldiers, the most popular form 
of reading is “the comics.” This strong attachment 
of grown-ups to the comics is nothing new. It’s a 
habit formed in early childhood. Puck's beloved 
characters—Jiggs and Maggie, Barney Google, 
Popeye the Sailorman, Blondie, Tillie the Toiler, 
Flash Gordon, Skippy, The Katzenjammers, 
Tippie, Aladdin Jr., and many others who make up 
Puck's All Star Cast are bringing good cheer, laugh- 

ter and chuckles to 20 million people. 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York ¢ Hearst Building, Chicago 
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AMERICA’S 
SECRET WEAPON 


i --.0ur National 
1 Sense of Humor 
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PARACHUTISTS! 


Leading advertisers, guided by more than 10 
years’ experience, have been quick to sense the 
increasing importance of Puck-The Comic Week!) 
as a medium through which to tell their storics. 


During the first 9 months of 1942, advertising 
linage in Puck has registered a gain of 17% over 
the same period of 1941. 


Because Puck's distribution fans out from 15 


strategic population centers—it blankets most of 


the areas where defense manufacturing is at its 
peak—the most prosperous markets in the U.S. 
It is the only national comic weekly. 


Always a powerhouse of advertising stren::th, 
Puck-The Comic Weekly, since last December “th, 
has become America’s most vital advertising meu: m 
—read more thoroughly by more people than «ny 
other publication of its kind in the world. 
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